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The Simple Secret of Success 


















in Cartoon Animation... 


“IDEAS—WELL EXECUTED” 











PROOF 


If you want proof that Caravel 


Plans get results, check with 


American Can Company 
American Machine and Metals, Inc. 
The Bates Manufacturing Company 

Wallace Barnes Company 

Bethlehem Steel Company 
Black & Decker Manufacturing Company 
Cadillac Motor Car Division, 
General Motors Corporation 
Calco Chemical Company, Inc. 

S. H. Camp & Company 
Cluett, Peabody & Company, Inc. 

Congoleum-Nairn, Inc. 

Dictaphone Corporation 

Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
National Biscuit Company 
National Lead Company 
Raybestos-Manhattan, Inc. 
Socony-Vacuum Oil Company, Inc. 
Swift & Company 
Talon, Inc. 

The Texas Company 
U.S. Industrial Alcohol Company 


OR ANY OTHER CARAVEL CLIENT 

































N PRODUCING successful screen advertisements—as 
| indeed in producing successful business films of 
whatever sort—there is no escaping the time-old for- 
mula, ‘Ideas—Well Executed.” 


Evidence of Caravel's skill in developing money- 
making ideas may be witnessed in its new series of 
Technicolor Minute Movies featuring on behalf of 
the Pepsi-Cola Company the miraculous deeds of its 
two policemen, Pepsi and Pete. Cartoon drawings, 
animation, Technicolor photography, optical effects 
and musical scoring entirely by Caravel—in Caravel’s 
own studios. 


Ability to produce films of high technical excel- 
lence is important. But even more important is the 
skill which goes into the preliminary planning. 


Asa result of wide experience in creating sales pro- 
motion programs of many different types, Caravel is 
especially equipped to advise with you in the profit- 
able use of business films. For the coaching of a far- 
flung sales or dealer organization... for the spurring 
of indifferent middlemen...for the educating of buy- 
ers with respect to points of quality or manufacturing 
techniques...for the creating of improved relations 
between management and labor...for the stimulation 
of consumer buying... 


A Caravel Plan is more than a motion picture or a 
slide film; it is a completely rounded program which 
directly leads to increased sales. Ask our clients. 


CARAVEL FILMS 


INCORPORATED 


New York @ 730 Fifth Avenue ¢ Tel. CIrcle 7-6112 
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You Wouldn’t Wrap Your Product in an Old Newspaper... 


OU wouldn't think of sending your 

product to market in an old news- 
paper. A quality product deserves a 
quality package! That’s why your sales 
story on motion picture film deserves 
Filmosound presentation. Good telling 
is a must of good selling. You may have 
the best line of products in their field. 
You may have the best organized sales 
story. You may have spent hundreds of 
days and dollars in developing your 
business film. It may surround your 
product with enough drama to sell snow- 
balls to the Eskimos. But unless you tell 





PRECISION-MADE BY 


BELL & HOWELL 






your story with a projector that can do 
it justice—much of its effectiveness is 
lost! That’s why your sales story de- 
serves Filmosound presentation. 
Precision-built by the makers of 
Hollywood's professional motion pic- 
ture equipment, Filmosound Projectors 
provide theater-quality sound and pic- 
ture. Filmosound Projectors are famous 
—not for one or two outstanding fea- 
tures—but for the outstanding manner 
in which many fine and exclusive features 


are combined to give you the ultimate 
results. That is what counts. That’s what 
makes Filmosounds first choice among 
the most successful business film users. 
Bell & Howell Company, Chicago; New 
York; Hollywood; Washington, D. C.; 
London. Established 1907. 





Cartoon shorts IN COLOR, for 

“sweetening” commercial pro- 

grams, are available from B&H 
Filmosound Library. 











Only FILMOSOUND Projectors 
Give You These New, Improved Features: 


SAFE-LOCK SPROCKETS. Make film 

® threading easier, positively prevent in- 

correct threading, and thus eliminate the 
last possibility of damaging film. 


CONSTANT-TENSION TAKE-UP. Elimi- 
® nates take-up troubles at their source. 
A simple device that always automatically 


maintains the correct tension regardless of 
the size of the reel and the amount of film 
on it. 


OSCILLATORY STABILIZER. Prevents 

® those “‘sour’’ notes and distracting 

changes in pitch that can readily ruin a 
good sales presentation. 


Mail Coupon for “Showmanship” and 


FILMOSOUND “COMMERCIAL”’’—Choice 


into operation in three minutes . . . is 
easily carried . . . and most important 
of all, provides theater-quality sound 
and picture that you must have to do 
justice to your story. 

The Filmosound line of projectors 
includes a size and type for every need. 
Tell us your needs. We make the equip- 
ment to meet them. 


Name 
Company 


Address 





City _- 


“How Business Movies Tell and S. 


of most business film users. Can be put PR tt eee sees ee ee eee eee eee 


BELL & HOWELL COMPANY 

1808 Larchmont Avenue, Chicago, Ill. 

() Send 36-page, illustrated booklet: Showman- 
ship, Today's Formula for Selling, and new circu- 
lar, How Business Movies Tell and Sell. 

() Send details on Filmosound ‘‘Commercial.” 


Title 


ase eee nee eee eo 


-State -BS NO. 2-41 








a Chanin Auditorium Audience 


BOB HAWK entertain 


re a brOddCasl over 


the Mutual network 


CHOSEN... 


FOR IMPORTANT EVENTS 


For important press and trade previews, first showings to boards 
of directors, sales conferences, dealers’ conventions, style shows 
and announcements of new products and manufacturing pro- 
cesses, large business organizations year after year choose the 


Chanin Auditorium 


The location is as distinctive as it is convenient — on the 50th 
floor of the 56-story Chanin Building, opposite Grand Central 
Terminal at 42nd Street and Lexington Avenue. 

High-speed express elevators, ample foyers and smoking rooms, 
comfortable opera-type chairs and, above all, the dramatic view 
over all New York mean comfort and enjoyment to all whom 
you invite. Large space adjourning the Auditorium is available 


for displays and refreshments 


Stage facilities, lighting equipment, motion picture and public 
address systems, dressing rooms and working space all are ar- 
ranged for the utmost efficiency 

The Auditorium is in charge of a staff accustomed to rendering 
a painstaking service that meets the needs of even the most exact- 


ing and complicated events 


Complete information concerning facilities, rates and avzilable 


dates will be furnshed upon request 


CHANIN AUDITORIUM 


5O0rn FLOOR or tne CHANIN BUILDING 
122 EAST 42nno STREET * * * NEW YORK 
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The WASHINGTON SCENE 


By Arnold Kruckman 


@ WASHINGTON, Db. c.—Five sound 
films for visual education in the na- 
tional defense training of the stu- 
dents taking the vocational courses 
given by the U. S. Office of Educa- 
tion are scheduled to be ready in 
May. These films, the first of a se- 
ries of 30, will be used in the 300 
cities where 3,000,000 students are 
being taught daily in three eight- 
hour shifts. The films are the first of 
their kind ever produced for voca- 
tional training. They were planned 
by Floyd Brooker who as a member 
of the American Council of Educa- 
tion became an expert on the adap- 
tation of films in educational work. 
His work was immediately super- 
vised in the U., S. 
Office of Educa- 
tion by Dr. C. F. 
Klinefelter, as- 
sistant to the U. 
S. Commissioner 
of Education, Dr. 
John W. Stude- 
baker. Dr. Stude- 
baker 
intimately asso- 
ciated with the 
work of develop- 
ing the plans for 
the production of 


NUMBER 4 


Proven 


has been 


Film Review: 


New 


a 
these vocational Shell’s Latest 
training films. 


The 


ment was pleas- 


Govern- 
antly surprised 
by the interest of 
the 
Every bid came 


producers. 


from units abundantly capable of 
producing fine jobs. The interest 
manifested encourages Mr. Brook- 
er and Dr. Studebaker to plan with 
more confidence for an expansion 
of the whole field of visual educa- 
tion by means of sound pictures. 
It is believed the visual system may 
be used widely over the greatly di- 
verse courses of instruction offered 
in vocational training for national 
defense as well as for other pur- 
poses served by the U. S. Office of 
Education. 

The whole adventure is marked 
by a very thorough understanding 
of the practical and technical prob- 
lems of picture producing as well 
as of pedagogy and of the needs 
of the people who require the train- 
ing and those who are in desperate 
need of their services for the indus- 
trial work of national defense. 


s 
Wacker Drive, Chicago, on March 30, 
Robert Seymour, Jr. 


Art Director: Dan Runyan Western 
Huntington, Park, Calif. 
February 20, 1939. 


circulated in the business field). 
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Training Defense Workers... 11 
National 
Retail Promotion . 
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UNDERWOOD AND UNDERWOOD 
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* Contrary to the general impres- 
sion, there is no coordination, in the 
true sense, of motion picture pro- 
ducing activities for defense in the 
Government. Robert Collyer, in 
charge of the motion picture sec- 
tion of the Publicity Division of the 
Office of Production Management, 
acts as 


liaison man to direct the 


news film services to the events 
and incidents that happen and are 
scheduled to happen in the various 
parts of the Government machine. 
Arch A. Mercey is active in film 
production for Lowell Mellett’s Of- 
fice of Government Reports, a sub- 
division of the Executive Office, 
directly responsible to the Presi- 


Mr. Mercey 


Power jor 


made 

De- 
fense, a one reel 
picture made in 
the Tennessee 
Valley with the 
cooperation of 
the TVA and 
sponsored by the 
National Defense 


dent. has 


VOLUME 3 


Results 14 


Advisory Com- 
mission. It shows 
great power 


plant in the Val- 


15 ley and demon- 
26 strates the use of 
* the power in 
23 translating raw 


into 
commodities for 
national defense. 
Another two reel 


materials 


with 
sound is called 
TVA. Mr. Mercey is now working 
on a picture to show the actual man- 
ufacture of textiles used in national 
defense operations. Similar pictures 
are programmed. 
Men and Ships was produced by 
the U. S. Maritime Commission in 
two reels. 


picture 


The music is based on 
old sea chanties. It is a picturiza- 
tion of the development of our mod- 
ern merchant marine service. Frank 
M. Lee produced the picture, Carl 
Pryer photographed it, and Basil 
Ruysdael was the narrator. The 
Department of Agriculture, under 
the supervision of Wayne Darrow. 
has made a two-reeler for use in 
schools and colleges, titled Plows, 
Planes, and Peace. Another Depart- 
ment of Agriculture picture is the 
five-reel drama called The Land. 
produced by Robert Flaherty, who 
(Please turn to Page 31) 


20 North 
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THE SOUND TRACK appears as a means of keeping you informed about the use f= 
that various industries are making of motion pictures as produced and distributed 
=| by Castle Films, Inc., now in the 26th year of such service to American business. = 


PROCTER & GAMBLE - PABST + NATIONAL ICE ASS’N «+ LILY MILLS 


SELLING SOAP SCULPTURE! 


Procter & Gamble, for the sixth consecutive 
year, is employing Castle Films for the produc- 
tion and exhibition of still another motion picture 
dealing with the use of soap in sculpture. 


The new film, “Popular Sculpture’’, is being 
shown throughout the United States and Canada. 
By the end of 1941, the total audience that will 
have seen the films about soap sculpturing will 
be in excess of eight million. As a result of this 
activity, thousands of schools have adopted soap 
sculpture as a regular part of the curriculum. 


* *” * * 


THE SHOW MUST GO ON! 


“An assignment for Christopher Columbus or 
Admiral Byrd!’’ So reports R. E. Carson, a mo- 
tion picture projectionist working out of Castle 
Films’ San Francisco office. ‘‘The first trouble I 
had was in finding Walkermine, Calif. Maps do 
not show it. I thought that, since it was a mining 
project, General Electric would know. They did, 
and told me how to get there. I had to drive to 
Reno, Nevada; turn left about 20 miles, back 
into California, then to Milford where, at the 
second bridge, I struck off on a trail through 
woods with warnings to look out for bear and deer. 


“At the end of this trail, I climbed into a tram 
bucket that slides down a cable over a deep 
canyon ...the only way the mine property can 
be reached. So I found Walkermine, and the 
crowd of over 200 miners certainly enjoyed the 
Pabst show. The result was the sale of over 1,000 
cases of Pabst beer since this showing.” 


To date, Castle Films’ projectionists have made 
more than 4,000 showings of the Pabst movie, 
“The Brand of a Champion’’. A second movie, 
“Help Yourself’, was produced by Castle for 
sales-training use among Pabst dealers. 

















CASTLE FILMS 


PRESENTING “ICE” 


To enable thousands of ice and ice refrigerator 
dealers attending the annual convention of the 
National Ice Association to gain a preview of 
their forthcoming advertising campaign, Dona- 
hue & Coe, Inc., visualized their new plans and 
the purpose behind them by means of a sound 
motion picture, partly in Kodachrome. Through 
the use of this medium, the advertising agency 
was able to take the association’s large member- 
ship ‘“‘behind the scenes’’ in the development of 
the many promotional elements that go to make 
up the current year’s program. 


Castle Films produced and exhibited the movie. 
The film is being given wide supplemental use 
through sectional showings before groups con- 
nected with the ice industry and others interested 
in ice refrigeration. 


* * * * 


SEWING IN CLOSEUP 


A manufacturer of thread cannot go into every 
woman’s home, show her the way to design her 
own dresses, and then how to sew in the making 
of them. Lily Mills Company of Shelby, N. C., is 
doing the next best thing...doing it with a sound 
Castle film, ‘“‘SSew Today the Modern Way”, 
which is being seen by millions of women and 
girls. This vast audience is particularly valuable 
to the cotton manufacturer. 


Kits containing thread and needles are distrib- 
uted at all showings. One of the world’s leading 
designers of women’s clothes speaks throughout 
the movie, and demonstrates by closeup shots 
of expert seamstresses how sewing is done today. 
The picture also carries its audience through a 
modern mill where cotton is transformed into 
strong thread. It is now in its second year of circu- 
lation through Castle Films’ distribution service. 
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Every professional device neces- 
sary for the best sound motion 
pictures is being used by this : 
Castle production crew on an ex- Cy 
terior location for ‘‘Berwind and 
You", from microphone boom, re- 
flectors, sound and camera truck 
down to script girl. 








Scene from the four-reel, part- 
color motion picture, ‘‘Meat and 
Romance", which Castle Films is 
distributing for the National Live- ry 
stock and Meat Board. Two and 
one-half million women in home 
economic groups and women's 
clubs will see it. 





APRA ONE RE ERE ong 
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ee 









Scene from the sound motion pic- 
ture, “Sew Today the Modern 
Way", produced and distributed 
by Castle Films for the Lily Mills 
Company. It is being seen nation- Cy 
ally by home-making groups in 
schools and women's groups of 
all kinds. 


Animation is employed effectively 
in the Castle-produced motion 
picture, “Weather by Carrier"’. It 
is used to demonstrate basic prin- - 
ciples of refrigeration, humidity 

and temperature control, purifica- 

tion of air and its circulation. 

















IN|: PERFECT 
AGREEMENT 








EASTMAN negative films—each in its 
special field—work in perfect agreement 
with director and cameraman to capture 
completely the beauty of every scene. 


Eastman Kodak Company, Rochester, N.Y. 


J. E. BRULATOUR, INC., Distributors 





Fort Lee Chicago Hollywood 
PLUS-X SUPER-XX 
for general studio use when little light is available 
BACKGROUND-X 


for backgrounds and general exterior work 


EASTMAN NEGATIVE FILMS | 
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LEADING USERS OF INDUSTRIAL FILMS SELECT DA-LITE SCREENS 





WHY THE HEINZ 
“RECIPE" FOR PERFECT On 
PICTURES CALLS FOR 


cnt ewe | “YESTERDAY 


1. Greater Brilliance 


As comparative tests will prove, 
the Da-Lite Glass Beaded Screen 
surface reflects more light than 


any other white surface and 
stays bright longer than any 


other screen fabric. The fabric AA 
is specially selected for its light 
reflective qualities and its capac- 
ity to remain pliable. The tiny 


glass beads are uniformly super- 


imposed on this superior fabric H ® + 

by Da-Lite’s special process and The Dramatic Motion Picture of the 
are guaranteed not to shatter off. " 

These features mean that your History of Food Preservation Since 
pictures are brighter on the Da- 


Lite beaded surface not only 
when the screen is new but long the Days of Napoleon 
after it has been in continuous 
hard service 





CHALLENGER 


SCREENS 


Produced in the Hal Roach Studio at Hollywood 
by Wilding Picture Productions, Inc., “*Yester- 
day, Today and Tomorrow” portrays with au- 
thentic detail and dramatic style the story of 
food preservation over a period of 127 years. 
From the early experiments of Nicholas Appert 
shown above, through the discovery of the proc- 
ess known as pasteurization by Louis Pasteur 
shown at the left, up to the modern methods 





(Reg. U. S, Pat. Off.) 





2. Greater Convenience 


The Challenger is the only 
screen that can be adjusted in 
height merely by releasing a 
spring latch and raising the ex- 


tension rod. No separate ad- now used by the House of Heinz in packing its 
ustment of the case. No thumb famous 57 Varieties, the picture presents a rec- 
screws No levers to get out 

of order The screen, case 


ord that is interesting to a wide variety of audi- 
ences. 


and tripod are all in one unit 
ready to set up or to fold com- 
pactiy for euy onerying The film is being systematically distributed to 
the schools of the country because of its educa- 
tional value. Through Heinz sales branches in 
all leading cities, it is also being shown to clubs 
and organizations of all kinds. It is being used 
extensively in a soup sampling campaign. 

In showing this film, Da-Lite Challenger Screens 
are being used on a large scale to assure per- 
feet projection. Da-Lite’s long experience in 
making projection screens is ample assurance 
of the right light reflective characteristics for 
sharp, brilliant pictures. 





3. Longer Service. 


The handle mounting on _ the 
Challenger Screen is typical of 
the sturdier construction of Da- 
Lite equipment. The handle 
bracket is not mounted on the 
thin metal of the case but is on 
a wide flange which encom- 
passes the case as shown above. 
The square slotted center rod, 





The Challenger is only one of many styles in 











SS a eee the Da-Lite line—a line famous for quality for 

an exclusive Da-Lite feature, as- a . ee ae ae en sa o< < i : Mar 

sures rigid support for the case. ee SS tes See ae eS ee 2 eee 32 years. Ask your producer about Da-Lite 

° ee oe sizes, including square sizes for showing double frame 2” x 2” equipment. He will probably advise you to 

nO SCTOOR FESTHS Reape the sur- slides or slidefilms. Challenger Screens can be easily carried anc ; - a> eae 

face free from wrinkles. These quidiiie ath ep aaaahems. the Chatmeey te Site Geeines tn O- follow the example of H. J. Heinz Company and 

are details but they reflect the Lite’s 48 Page SCREEN DATA BOOK. Here you will find also full hundreds of other users of industrial films who 

greater value you receive in Da- details on Da-Lite box type screens and hanging screens, including - - 

Lite Screens. the electrically operated ELECTROL for permanent installations have chosen Da-Lite Screens for brighter, 
. Soa Ask for your free copy of thi clearer showings of their pictures. 


THE DA-LITE SCREEN COMPANY, INC. 


i NORTH CRAWFORD AVENUE | ee 
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CHICAGO FILM 


nL car . alk} 
.. ’ ee Wes = 
_. att? 
. ‘ AV 
* | e 
t 3 ~ 5 S 
Se . a * > "BA ate eC 
o Re ee SOCse? ce, © » vest 4 
se ne : ae Of 
. . ee . “ cal 
LEA gil t e pn dpotm®* , crom - 
ne to the Som ever pe sequence * 5 


fe 


co pose MES scion tee ° . «« The American League has produced so far”, says ‘Lew’ eh 

ae eat fils eroucutte ._o wee reltes® gccers Fonseca. And ‘Lew’ has made pictures for eight years. ae 

We Dare ge Unter eniye not Tee ais pour *- Chicago Film produces the best picture in eight years! See 

ey jeokine se ennuah #2" a It takes crack cameramen with a whole battery of cameras to ah 
privet! : ati . ; ‘ Brine: 
again ©" os get the action and put the thrill of baseball into a four- . fe 


reel feature picture. Shown to millions in leading theatres 





of the country! 


NATIONAL RETAILERS MUTUAL 


INSURANCE COMPANY ; rt 
3 FIRE - AUTOMOBILE- WINDSTORM a5 
INLAND MARINE INSURANCE - 
- CHICAGO 


.. 1 have ever heard”, is what the Chief Engineer of a 


({ 


- Beha" leading motion picture projector manufacturer told T. L. 


Osborne when he saw “A WORD TO THE WISE”. 


Seven times—a new way to start a fire was staged in our 
sound studios, From the faint sputter of a mateh to the 
roar of a raging inferno—every sound reproduced clean, 


crystal-clear. Equipment for theater quality productions 





makes these results possible! 





.- + An outstanding achievement in the promotion of Unitized Wall- 
8 ennent PY torah TOnacas | paper”. That’s how J. M. Bright of the United Wallpaper Factories, 
Sia revreny unitises as Inc. (Chieago) feels about “ASK THE MAN WHO HANGS 

' or in ON IT.” A fifteen - minute fully dramatized talking motion 
: ' picture — written, edited and produced in sixteen days! 


yas & yt 7 oo and aaah It takes equipment, experience, and personnel to do that. 
oF Oia tor ‘eeriy Nene use tne Writers with sound advertising and selling experience, 

omy reaper tt! on, ¥° directors with stage, radio and screen contacts who can 
rhe at — produce and “handle” top talent, production and camera- 
Ka , men who quickly grasp the essentials of your business. 





In one year, Chicago Film has produced pictures to sell shoes, manure spreaders, baked 
ham, refrigerators, glass-packed foods, insurance, yeast, watches, kitchen stoves . . . and 
supplementary pictures to train people to sell this merchandise. Chicago Film can help YOU. 


CHICAGO FILM LABORATORY, INC 


MOTION PICTURES RCA a 
STUDIO AND GENERAL OFFICE cece? 18 W. WALTON PLACE + WHITEHALL 6971 
CHICAGO, ILLINOIS 
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world. 


“We are the most group-minded nation in the 
In thousands of towns and hamlets 
from coast to coast tonight, Americans of 
influence in the affairs of their communities 



















grams are in 











the essence of our democracy. 
demand by 








will meet to talk over local and national prob- 
lems, to join in the good fellowship which is 


Film pro- 


these groups. 
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@ A NEW AND DYNAMIC ERA has 
begun in the field of visual educa- 
tion. Not only is this evident in 
the new responsibilities thrust upon 
the schools of the nation by the de- 
fense program and present efforts 
to co-ordinate vocational training 
but in the actual physical sense, the 
field has enlarged tremendously 
within the past two years. Educa- 
tors have asked us to aid in the 
definition of the industrial-educa- 
tional problems and efforts are be- 
ing made in that direction. 


The N. E. A. Convention 


* At the invitation of the Visual 
Instruction Department of the Na- 
tional Education 
journeyed to Atlantic City in Feb- 
ruary to contribute our bit to a dis- 
cussion of the subject of commer- 
cial films offered to the schools. 
Under the able guidance of Paul 
Reed and discussion chairman Ed- 
gar Dale, the panel in which we ap- 
peared found industrial film prod- 
uct in widespread use and majority 


Association we 


opinion indicated that a great deal 
of the material was serving basic 
and useful purposes. To improve 
standards, the responsibilties of the 
educator himself were cited and it 
was pointed out that selection and 
application of these materials re- 
mains with visual departments and 
the individual teacher. 

Our thought in the matter was 
to the effect that present-day prob- 
lems. more than ever before. called 
for an understanding of industrial 
processes; that in the mass produc- 
tion lines of Detroit, Akron, Pitts- 
burgh and similar American indus- 
trial centers lies the present hope 
of preserving our democratic way 
of life; that here were being re- 
produced in reality documentary 
subjects of greater educational im- 
portance than almost any other 
phase of the curriculum. 


One final observation: Increase the 
number of available subjects of 
genuine educational interest, pub- 
licize these to schools throughout 
the country so that they may ap- 
preciate the benefits of visual aids 
and their comparatively economical 
cost—and the number of projector 
Through 
such a broad increase in projection 
equipment IN REGULAR USE will 


a self-supporting base for the con- 


units will be increased. 
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tinuous production of specialized 
instructional subjects be created. 
To that worthwhile goal we have 
dedicated our personal efforts on 
behalf of visual education. 


A Real Production Achievement 


* In luxurious Civic 
Opera House on March 31 and 
April 1, capacity audiences thronged 
the premiere performances of The 
Eternal Gift, ten reel sound motion 
picture presentation sponsored by 
the Servite Fathers, a Catholic re- 
ligious order. Because the produc- 
tion of this wholly clerical subject 
was entrusted to a well-known mem- 
ber of our industrial film com- 
munity we take this opportunity to 
note the enthusiastic columns of 
praise heaped upon it by the critics 
of all Chicago dailies. 

Filmed under the most difficult 
circumstances in a 
thedral, the 


Chicago’s 


Chicago ca- 
picture presents in 
beautiful simplicity religious cere- 
monies which may now be brought 
to millions of devout Catholics 
throughout America. Our personal 
and sincere commendation to Chi- 
cago Film Laboratory and its able 
technicians for the technical achieve- 





ment in sound and photography 
which this production typifies. 


We Pause in Tribute 


* THousanns of his friends 
throughout our commercial and 
educational film world as well as 
in the entertainment picture indus- 
try, were saddened by the news of 
the passing last month of Herman 
A. DeVry, president and founder of 
the DeVry Corporation. 

No word of 
tribute here 
could do jus- 
tice to a career 
so filled with 
accomplish- 
ment and _ in- 
ventive genius 
on behalf of 
visual educa- 
tion and sound 
motion pic- 
tures. His pass- 
ing terminated 
an entire pio- 


Herman A, DeVry 
1876-1941 


neer era which 
began twenty-eight years ago with 
his first invention, a portable mo- 
tion picture projector which could 
be carried in a suitcase. 





in consumer goods lines. 


service men. 





NEW MARKETS REACHED WITH FILMS 


® Shifts in industrial populations and the rapid growth of new 
areas of industrial production activity as a result of the defense 
program have created sales and advertising problems, particularly 
A sharp increase in retail indexes for 
such centers as Philadelphia, Chicago, Detroit, etc.. may be ex- 
pected and is already indicated but there are additional situations 
created by the location of new plants for defense production in 
such areas as Charlestown, Indiana, and Wilmington, Illinois. 

The increase in local activity experienced as a result of train- 
ing camp construction is still another factor and a final problem 
arises as a result of concentrations of migratory workers in many 
additional areas affected by similar activities. All of these situa- 
tions offer singular opportunities to sponsors familiar with the 
adaptability of film distribution. 

Sponsored programs are expressly forbidden in service areas 
by regulation but theatres and other meeting halls (and even open- 
air showings) can be booked and will meet a definite place in the 
entertainment interest of the workers and their families as well as 
Screen advertising offers distinct possibilities with 
a wide choice of theatres already available in practically every 
industrial market area. Competition with other media is negligible. 
But the importance of this new marketing opportunity should not 
be under-estimated, particularly in light of new buying habits 
being formed and the tremendous number of wage earners affected 
in proportion to our buying population. 








Since then Mr. DeVry and his 
associates have developed and man- 
ufactured many innovations in the 
visual field. Yet he found time for 
unselfish devotion to the cause of 
visual education and made many 
useful contributions to its  wel- 
fare through such organizations as 
the DeForest Training School, De- 
Vry Films, (for the production of 
visual materials) and the DeVry 
Foundation. His creed and epitaph 
are on the bronze tablet which greets 
the visitor to the DeVry factories 
“This Institution is Dedicated .to 
the Advancement of Visual Educa- 
tion.” 

The crowning achievements of his 
inventive career came just prior to 
his sudden demise. A new and 
revolutionary 16 mm. sound pro- 
jector model as well as a vastly im- 
proved 35 mm. theatre sound pro- 
jector soon to be announced by the 
Corporation, were Mr. DeVry’s 
latest interests. 

For many years Mr. DeVry’s 
sons, Edward B. and William C. De- 
Vry. have been associated with their 
famed father in the active work of 
management and development in 
the Corporation and to them and 
to the large and able staff of en- 
gineers and craftsmen is entrusted 
the responsibility of carrying on a 
tradition of research and develop- 
ment which has served both indus- 
try and education to their benefit. 


Coming Attractions: 


* The forthcoming Issue Five of 
BUSINESS SCREEN wil! contain sev- 
eral important features, notably: 
SOUND SLIDEFILMS OF 1940-41, sur- 
vey of the medium, its trends and 
co-ordination with sales training 
and sales promotion; THE BUSINESS 
OF THE CHURCH, a review of the use 
of films by church and other reli- 
gious organizations; COLOR IN THE 
FILM, a summary of new processes 
and methods. 

The section devoted to visual 
DISPLAYS, featuring new and novel 
uses of visual media in store, ex- 
hibit and convention displays; FILM 
REVIEW, with many news angles on 
motion pictures and slidefilms now 
in use are other “reasons why” 
you'll want to put us at the top 
of preferred reading list in May. 
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DESIGNED FOR YOUR SALESMEN 







Most Portable *« Easiest Operation 
Greatest Film Protection 


- th You will win the thanks of your sales- | 
‘ ae men — and orders from your custom- 
Ss = ers by selecting the New Victor 41 iil 
Animatophone for your sales work. 


Every salesman will delight in its easy portability and 


dependable, easy operation — its picture clarity of 
your splendid products and ingenious manufacturing 
processes — its true sound reproduction of your sales 


manager's voice. See Victor's remarkable demonstra- 
tions. Write for details today. 


, a ef i 











ne CORPORATION, Davenport, lowa 
Fa Distributors throughout the World 
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@ America’s mechan- 
ized battalions, whether 
in the field in the 
khaki-brown of Uncle 
Sam’s army or behind 
the lathes and presses 
of the manufacturing lines, are fac- 
ing new 





challenges of increased 
production, technological skill and 
precision requirements never before 
laid down in the history of modern 
industry. 

Before the ultimate goal of as- 
sembling and operating the tremen- 
dous quantities of defense materials 
shall ever be achieved, both labor 
and must 
challenges with more than goodwill 


management meet these 
and comprehension, they must bring 
into their ranks untold thousands of 
unskilled or previously idle work- 
ers. Great though the task of “get- 
ting along on the job” may be. the 
dificulties of stepping-up new pro- 
duction and operating new plant 
facilities have yet to be faced. 


HuNprREDs OF New PLANTs BuiLpinc 

In the nation’s new focal points 
of production of defense materials 
new plants are being built for the 
task at In Chicago, alone. 
two new and huge airplane engine 


hand. 


factories thousands of 


skilled and semi-skilled workers on 


must put 
the job. From Bridgeport, Connec- 
ticut to Tacoma, Washington sim- 
ilar layouts are springing up and 
with them new problems of safety 
What is 


industry doing to make up for the 


and production training. 


precious years lost when apprentice 
training was suspended in the early 
years of depression? 

And what of the other half of 
our defense army actually in the 
services and just now realizing that 
1941 War is waged with Diesels and 
rolling wheels instead of drums and 
martial music? Manufacturers sup- 
plying these mechanized units have 
just begun to realize the responsi- 
bility thrust upon them for not only 
the original construction but pos- 


(Above) Scene in the Burbank, Cal., 

Lockheed plant from the company’s mo- 

tion picture ‘‘Look to Lockheed for 
Leadership.” 
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sible replacement and maintenance 
of complex equipment which may 
be entrusted to former grocery 
clerks or office workers by the ne- 
cessities of the training program. 


A Two Forp REsPoNnsIBILITY 

Many of the government depart- 
ments, notably the Army, the Navy. 
Interior, Education, and Agriculture 
have already stepped into the breach 
with training materials either in 
production or “on order” to help 
meet these and a multitude of sim- 
ilar problems of coordination and 
training. Business can and is utiliz- 
ing its familiar knowledge of visual 
training methods through the me- 
dium of motion pictures and slide- 
films for the hundreds of varied as- 
signments now presented by swiftly- 


rising gauge of production demand. 


Here are some typical jobs laid out 
for films to do which indicate the 
depth of the medium’s possibilities: 
1. Training ground-school pupils 
in basic airplane principles; aero- 
dynamics, meteorology, mechanics, 
navigation, etc., by means of slide- 
films. 
recruits how 
with instruc- 
tional sound motion pictures show- 


2. Showing army 


to operate tractors 


ing detailed mechanical working 
equipment. 
3. Teaching apprentices and 


former employees the operation of 
turret lathes with motion pictures 
in sound and color. 

1. Maintaining good plant safety 
records, despite speedup, through 
intensive sound and silent 
slidefilm materials on right and 


use of 


Breaking Bottlenecks in Machine Tools 


@ INnpusTRY’s speED-UP under the 
national defense program has re- 
vealed a critical shortage of trained 
industrial workers. Gisholt Ma- 
chine Company of Madison, Wis.. 
recognizing manufacturers’ need 
for men who know how to operate 
machine tools, is sponsoring a 
series of sound and color motion 
pictures designed to aid in training 
workers to operate turret lathes. 

Production of the first film of 
the series has begun in a special 
studio built at the Gisholt plant. 
Additional Kodachrome films in 
the series also will be made at the 
Gisholt plant studio. In addition to 
producing the films. Burton 
Holmes Films, Inc.. will distribute 
them for Gisholt. 

Selecting sound motion pictures 
as the best medium of. training 
machinists, the Gisholt Machine 
Company also chose color to gain 
the best combination for audio 
visual education. To meet the 
special lighting requirements for 
the Kodachrome series, the pro- 
ducer designed and built special 
lighting equipment to be used in 
the Gisholt studio and in the plant. 

Preparations for shooting the 


color job meant hours of experi- 
mental work for members of the 
production crew. A sample metal 
sheet, for example, was painted the 


same shade of gray which the 
Gisholt company uses on_ its 
machines. Hundreds of feet of 
Kodachrome were shot of _ this 


sheet against more than ten dif- 
ferently backgrounds in 
order to determine the best to be 
location. 


colored 


used on 

A light green was selected after 
the test shots had been studied and 
flats were prepared for use as back- 
grounds for the six locations in the 
itself turret lathes. 
automatic machines, grind- 


plant where 
screw 
ers, planers and specially designed 
machine tools were photographed. 
The same color was used on the set 
which was constructed in a special 
studio in another portion of the 
plant. 


Many of the machines had to be 
photographed in the plant itself be- 
cause they were too heavy to move 
into the special studio. Others were 
tied up with heavy production 
schedules and could not be spared 


(Please turn to Col. |, next page) 





wrong way methods, suggested safe- 
guards and general rules. 

5. Improving employee relations 
and general knowledge by showing 
airplane factory workers the com- 
pany’s motion picture programs. 

6. Teaching truck and other mech- 
anized equipment maintenance crews 
gasoline engine principles, other 
automotive engineering subjects 
with slidefilm kits. 

Firms Ger THERE Faster 

“Learning by doing” is still the 
cardinal principle of industrial 
training, but many weeks before 
either the equipment or the men are 
ready for action, can be profitably 
spent in classroom procedures. The 
shortage of available instructors for 
such apprentice schooling and the 
expense of equipment 
needed on the production line are 
other important factors which dic- 
tate the need for modern instruc- 
tional methods. 


damaged 


Such motion picture or slidefilm 
programs do require skillful prepa- 
ration by experts familiar with 
the technique of film training meth- 
ods but their cost is not at all pro- 
hibitive. Savings realized in the 
first weeks of their use and the gain 
in the rate of production will amply 
repay their comparatively nominal 
Sets, music, acting talent and 
which are 


cost. 
entertaining dialogue 
required for consumer audiences 
are here replaced by ‘the realism 
of whirling machinery. The un- 
matchable clarity of these visual 
demonstrations of the most complex 
processes of production and opera- 
tion stands ready to help industry 


















and government meet any chal- 

lenge of our democratic way of 

life. O. H.C. 
A typical scene 


from the Gishoit 

Machine Com- 

pany’s color mo- 
tion pictures 







from their places on the floor or 
their jobs in the plant. 

The series of films is aimed at 
First, 
of course, is the training of turret 
lathe operators. Second is the need 


solving a double problem. 


for a long range promotional pro- 
gram which would create good will 
at the present time and help meet 
the business lag which industrialists 
follow the 
national defense orders. 


believe may rush of 


Operators Harp To Get 


Operators for machine tools have 
become more and more difficult to 
find as the national defense pro- 
gram has gained momentum. The 
aviation industry, for example, in 
both the manufacture of airplanes 
and of aircraft engines, has par- 
ticular need for turret lathe opera- 
tors. The National Defense Ad- 
visory Commission already has 
recognized the shortage of machin- 
ists and has begun training pro- 
grams for industrial workers both 
within and outside industry. Vari- 
ous manufacturers and _ private 
both with and _ without 
Government assistance, have opened 
classes for men needed to fill the 
demand for trained industrial 
workers. These classes have in- 
cluded men without previous ex- 
perience as machine tool or indus- 
trial workers, with 


schools, 


men some 
experience and now taking re- 
fresher courses and men with a 


sound background of basic en- 
gineering training who need spe- 


cialized training. 
Have A TworoLp Task 


The Gisholt films are designed to 
aid these classes in training both 
the new recruit to the ranks of in- 
dustrial labor and the man whose 
skill has been dulled by disuse . 
The first film of the series, which 
has the working title Turret Lathes 

Their Operation and Place in In- 
dustry, defines the field of indus- 
trial application of the turret lathe. 
one of the most important and 
widely used of machine tools. The 
various parts of the machine are 
identified and its operation is dem- 
onstrated and explained as a typi- 
Additional 


films in the series will cover vari- 


cal job is turned out. 


ous types of work done on the tur- 
ret lathe, how the lathe is set up 
for various operations and details 
of the lathe’s operation on special 
types of work. 

Sound films were selected as the 
teaching media because of their 
double-barrelled both 
eve and ear, enabling the trainee to 


impact on 


get a quicker grasp of the subject. 


Kodachrome was chosen because 


the use of color showed operations 


being demonstrated more clearly 
than black and white and more 
authenticity. 
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SOMETHING NEW 


IN DEPARTMENT STORE PROMOTION was staged at 
Bamberger’s by Castle when a thousand youngsters attended a recent Sunkist party. 


SOLID SELLING foe MOHAWK MILLS 


@ Unpousteb.y, the retail floor 
covering field is one of the toughest 
jobs to master from the standpoint 
of the man on the floor. The many 
factors which go into a successful 
carpet sale, such as the wide diver- 
sity of size and color, the relatively 
high cost of the merchandise, the 
permanence of the carpet, once 
sold, the periodic style changes, 
and the wide divergence of quality 
all combine to constitute a chal- 
lenge to the intelligence and ability 
of the floor covering salesman. Per- 
haps that is why the carpet, rug, 
and linoleum companies have done 
such a splendid job in bringing to 
the salesmen of their retailers the 
best selling methods, by concrete 
Few other fields have 
provided such fine sales pictures as 
the carpet industry. Latest of these 
is Caravel’s These Changing Times, 
for Mohawk Carpet Mills. 

These Changing Times opens 
in the office of Bill Aldrich. Buyer 
for the Johnson Store: Aldrich is 
bemoaning the fact that his com- 
Smithers. is stealing his 
price cutting 
30% —35% off ‘ 
. How can we compete 
like that” Jim Hart- 
salesman for the Clayton 
Carpet Co. is telling him that he 
has just the ticket for that. 
“Blue Eagles priced at rock 
bottom .. . and exclusive.” Aldrich 
says that he can’t afford to load up 
finally 
Hartridge 
. “Use these numbers to 
if Smithers gets ’em 
he'll just murder you.” 

At this point the picture has 


example. 


petitor. 
business away by 
eg 
Rug Riot. . 
with a guy 
ridge. 


on any more “dogs.” but 
agrees to think it over. 
warns 


drag ’em in: 


touched a sore spot. Many retailers 
who sell a quality carpet at a fair 
price are beset by “that fellow 
down the street” who features 
mediocre carpets at “super sav- 
ings.” Bill Aldrich doesn’t know 
what to do to “compete with that 
guy” except a shipment of “wows” 
at “sensational bargains.” 

But enter Bob Davis, represent- 
ing one of Mohawk’s distributors. 
Davis, after some trouble getting 
in to see the distraught Mr. Aldrich. 
finally manages to have a talk with 
him. He tells Aldrich, frankly. 
that . . . “The Johnson Store can’t 
afford to ruin its reputation by 
screaming fire every month in the 
year.” He tells him that times have 
changed . . .” even the fundamen- 
tals have changed. The successful 
salesman today has to know much 
more than he used to about color 
schemes . . . period decoration . . . 
the correct carpet or rug to go with 
a given type of furniture . . . 
wall 
holstery, fabrics, and draperies.” 


even 
the proper coverings, up- 
Aldrich seems interested but not 


entirely convinced. Davis goes on 


to describe typical sales (flash- 
backs). both bad, and good. to 
illustrate his points and_ finally 


wins the buyer over. As we leave. 
Aldrich is enthusiastically planning 
to modernize his store. 

Caravel have gone a long and 
time-tested way with sales pictures 
of this type. A good many (as was 
this) have been written by Burn- 
ham MacLeary of the Caravel staff. 
and his solid salesmanship has been 
their 


an outstanding reason for 


success on the firing line. 





RETAIL STORE 
PROMOTION 


@ A THOUSAND teen-age girls were 
the guests of L. Bamberger & 
Company, a Newark department 
store, at a Saturday afternoon Sun- 
kist valentine party last month. The 


girls were all members of the 
Ladies’ Home Journal Sub-Deb 


Federated Clubs of Northern New 
Jersey. Pretty Miss Jean Chrystie 
of the store’s staff, and known as 
Miss Sub-Deb, was hostess and mis- 
tress of ceremonies. Therein lies a 
story of a new kind of film promo- 
tion that is worth consideration. 


Firms Open ProcGRAM 

The Bamberger program opened 
with a showing of Citrus on Parade, 
the new edition of the sound mo- 
tion picture produced by 
Films, Ine., for the California 
Fruit Growers Exchange. The 
parade of fruit desserts and salad 
delicacies all in their natural colors 
shown in the picture, brought spon- 
taneous response from the audience. 
Among the special guests at the 
party were five young men from 
Princeton, Rutgers and other nearby 
universities. Following the picture 
each of the boys, with a tall chef's 
cap on his head, paired off with 
five sub-debs from the audience and 
demonstrated their skill at salad 
and dessert making. The rules of 
the contest required their making 
something original. 


Castle 


The winning 
salad consisted of an orange cup 
with cottage cheese. avocado balls. 
bing cherries, diced pineapple and 
sliced oranges and was christened 
“lll Never Smile Again.” The 
judges were Miss Edna Teall, Food 
Editor, Newark Evening News, Miss 


Marion Roberts of Bamberger’s 
and Mrs. Gertrude Hayden of 
Macy’s Home Center. The  sub- 


debs offered plenty of advice and 
filled the air with cheers and jeers 
Each of the 
contestants was presented with a 
large attractively packed basket of 
California citrus fruits. 


and lots of giggles. 


Goes TO OTHER STORES 
This program will be repeated 
in other department stores from 
coast to coast that play host to 
these groups. 

Several leading department stores 
have already shown Citrus on 
Parade to their customers, and in a 
number of places it was projected 
in the house furnishings depart- 
ment, where many of the beautiful 
settings in the picture tied in with 
articles on sale in house furnish- 
ings departments. Two of the well- 
known stores where it was most re- 
cently shown are J. L. Hudson’s in 


Detroit and Hutzler’s in Baltimore. 
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@ One of the recent commercial 
releases arousing favorable com- 
ment is a new Soundmasters pro- 
duction, What So Proudly We 
Hail. Produced for General 
Motors the film is based upon the 
daily career of one of the families 
of the popular series, How America 
Lives, currently in the Ladies Home 
Journal. 

It is the realistic story of a typi- 
cal American family, Stanley Case, 
his wife, Edith, and their two chil- 
dren, Beverly Jane and Dean, aged 
five and a half and four, respec- 
tively. Adhering closely to the 
actual facts as reported in the 
magazine article, the Screen treat- 
ment portrays the life of Stanley 
Case and his little family, recaptur- 
ing in the telling some of the 
earlier joys and sorrows, their pres- 
ent humble existence, and 
hopes for their future. 


their 


THey’RE Rear PEeoPie 

Stanley Case and his wife and 
children are the folks next door. 
They are as typically American as 
apple pie. Friendly, human, neigh- 
borly. He works as a tool inspec- 
tor in the Cadillac plant in Detroit 
and averages about $1,600 a year 
in wages. He lives in a small rented 
house in Dearborn, paying $35.00 
a month, but has saved enough to 
manage the down payment on a 
small but very attractive home he 
is building with the aid of the 
Federal Housing Administration. 

His wife, Edith, carefully man- 
ages their budget for living. From 
the practical experience of having 
just so much to get along with and 


Haile 


an innate bargaining shrewdness 
that enables her to get the greatest 
values for her limited purchasing 
power, Edith Case has developed a 
system of household economics 
that should be of interest to the 
women of America, and particularly 
to the wives of workers in the aver- 
age income bracket. What So 
Proudly We Hail covers this phase 
of the Case family’s scheme of liv- 
ing and shows how and for what 
the weekly pay check is disbursed. 

A MEMORABLE PERFORMANCE 

Perhaps the most interesting fea- 
ture of this timely film is the fact 
that the family was played by 
themselves. With absolutely no pre- 
vious experience in acting, they 
have brought to the screen a per- 
formance moving in its simplicity 
and naturalness. Unlike Hollywood, 
this is the story of a real Ameri- 
can family, of a real Mr. and Mrs. 
John Doe who symbolize the true 
spirit of democracy so_ sorely 
needed in these critical times. 

What So Proudly We Hail has 
been made in two versions, a one 
reel theatrical and a two-reeler for 
non-theatrical release. It was writ- 
ten and directed by Owen Murphy 
under the personal supervision of 
Harold Wondsel, production head 
of Soundmasters, and formerly 
Editor-in-Chief of Pathe News. 
They have brought to the screen an 
amazingly adept performance by 
the Stanley Cases, an unusual ex- 
ception to the rule that “nothing 
can be substituted for competent 
professional actors ” 


(Below) Edith and Stanley Case are heroine and hero in this typical story of a 
worker and his family, but it is their two children Beverly Jane and Dean, aged 
who steal the hearts of their audiences. 


five and a half and four, respectively, 
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Cotes, Wha 
So Potty We Hail ~ 


Norman Cloutier, conductor, (left) and Tom Bennett. 


NBC staff composer, talk over an arrangement problem. 


@ THe music for What So Proudly 
We Hail is so unusually good that in 
discussing it, it might be well to con- 
sider in general the subject of back- 
ground music in films. Usually, we 
in the audience are not conscious of 
this music as long as direct action 
is taking place on the screen. You 
might notice this in Walt Disney’s 
Fantasia, where, even with a new 
and specialized audio approach, the 
visual subject still manages to com- 
mand the senses most of the time. 
Occasionally, the sound track steps 
right out and really commands at- 
tention. This has been noticeably 
true in Pare Lorentz’s films, The 
City, The River, and Fight For Life. 
In the latter, Louis Gruenberg’s fine 
music so poignantly characterizes 
a childbirth that no other method 


of portrayal would have been 
nearly as effective. 
Instead of using a “hunk of 


Wagner” for the opening scene and 
other stock tracks for the rest of 
the film. The sponsor commis- 
sioned Tom Bennett, staff composer 
and arranger for the National 





Broadcasting Company, to compose 
an original score. Bennett’s job on 
this film was to expressively under- 
line each mood, to make the audi- 
ence feel the joys and little prob- 
lems of the Stanley Cases. You 
might say that What So Proudly 
We Hail without the music was a 
piece of beautiful prose with no 
punctuation. The purpose of the 
music was to punctuate this little 
story so that it would be more dra- 
matic in the telling. As many audi- 
ences, including the John Critics 
and George Spelvins, have noted, 
the composer has done a fine job. 

Of course there were many prob- 
lems to be met. This picture was 
made in two versions, one reel and 
two reel, but the track had to be 
recorded in one session. That 
meant that the musical continuity 
for the short version had to be 
carefully planned so as not to end 
one side of the “cuts” unharmon- 
iously to the other sides. Then as 
the shooting progressed on _ the 
picture original estimates of foot- 
age had to be changed, which 
necessitated a change in the score, 
often at the last minute. On the 
day of recording an original sound 
track the real problems have to be 
solved. The track was scheduled to 
be recorded in three hours, includ- 
ing rehearsal. Norman Cloutier, 
well known as an N.B.C. conductor, 
and now engaged in special musi- 
cal work for N.B.C.’s Radio Re- 
cording Division, conducted the 
orchestra. Upon the conductor falls 
the problem of drilling the orches- 
tra in a new score which they have 
never seen, and of hitting each cue 
on the nose. 

Tom Bennett and Norman Clou- 
tier have collaborated before on 
film music. They produced the 
track for the 1940 version of the 
Petroleum picture at the World’s 
Fair. They also recorded the Ford 
Ballet at the Fair. R. S. 


Seize j 











@ THE sTorRy of The Middleton 
Family at the New York World's 
Fair can now be told; in fact, it is 
told very conclusively in an_ in- 
formative series of charts which 
Modern Talking Picture Service, 
Inc., has prepared for the film’s 
sponsor, the Westinghouse Electric 
and Manufacturing Company, and 
for the advertising agency, Fuller 
& Smith & Ross. While the fact 
that a record total audience of ap- 
proximately 5,000,000 people had 
been reached by the end of 1940 
is one of its most interesting con- 
clusions, the close analysis of the 
methods and the channels of dis- 
tribution involved is much more in- 
teresting and revealing to the user 
of the commercial film medium. 
This constitutes one of the few 
well-authenticated, well-document- 
ed cases of industrial motion pic- 
ture distribution where the actual 
results obtained can be carefully 
weighed and measured and turned 
over and examined from any angle. 


THEATRES ARE First CHANNEL 


The first channel used in the dis- 
tribution of The Middleton Family 
was theatrical booking. The entire 
fifty-five minute film was booked as 
a feature picture in 2,500 theatres 
selected as to area to fit properly 
into the overall pattern of the pic- 
ture’s ultimate distribution. 600 
of these locations were especially 
selected for cooperation with deal- 
ers whose sales records were above 
a certain minimum. In these 600 
theatres, a special promotion was 
arranged by Modern which tied to- 
gether a cooperative effort of the 
theatre, the dealer, the Westing 
house jobber and the W estinghouse 
factory. A refrigerator was given 
away as a door prize, and wide 
handbill and newspaper advertis- 
ing was done. 

The showings of the picture in 
the 2.500 theatres reached a total 
audience of 2,250,000, an average 


of 900 persons for each theatre 


A PROVEN 
CASE OF 

NATIONAL 
DISTRIBUT 


showing. The color charts which 
are available break this average 
audience down into men, women, 
boys and girls. This average of 
900 persons for each theatre 
showing is low, for good the- 
atrical distribution, and is mis- 
leading unless the purpose of the 
theatrical bookings in the entire 
circulation plan is understood. 
The 600 theatres where the special 
dealer's cooperative program was 
put on were for the most part in 
larger cities, but were neighbor- 
hood houses, some large and some 
small, selected for their location 
in the effective selling area of 
the dealer’s store. The other 1900 
theatres were mostly small houses 
in remote locations and generally 
were in areas supplementary to the 


more effective club show coverage. 
ONLY ONE or STEPS IN PLAN 


Thus these theatre distribution 
figures in the case of The Middle- 
ton Family cannot be taken as a 
typical example of straight the- 
atrical distribution, but should be 
considered as one of the steps in a 
well-worked-out plan to give maxi- 
mum overall results. 

Immediately following the thea- 




























tre showings, the second channel 
of distribution, club showings, wa. 
set into motion. These club show- 
ings were first broken down into 
six classifications, and each classi- 
fication was then broken down by 
area, as showings of the picture 
were conducted in 86 areas through- 
out the country. The classications 


were: 
Church Groups 3.069 Showings 
Parent Teachers 

Ass’ns 1,366 Showings 
Men’s Lodges 954 Showings 
Women’s Lodges... 712 Showings 
American Legions.. 668 Showings 
Miscellaneous 

Groups 1,789 Showings 


The number of showings in each 
classification are those completed 
by December 31, 1940. 

These club audiences were 
chosen because of their influence of 
their members in community 
thought and action. In handling 
these showings, the film distributor 
made the bookings and provided 
the projection equipment, operator 
and screen, so that the film and 
projection service were brought to 
the audiences as the exclusive cour- 
tesy of Westinghouse. Two divi- 
sions of the local Westinghouse 
branch office were notified in ad- 
The en- 
thusiasm and favorable reports of 
the Westinghouse dealers after the 


vance of each showing. 


program got under way caused the 
order for club shows to be doubled 
in mid-stream. Again color charts 
give average audience size and 
breakdown into men. women. boys 
and girls for each classification. 


ScHOOLS ALso INCLUDED 


The use of school showings as 
the third channel of circulation for 
The Middleton Family was desir- 
able because of the useful educa- 
tional content of the picture. All 
school showings were confined to 
high school and college groups 
and were divided into two classifi- 
cations dependent on whether the 


school had projection equipment 
of its own or whether it was 
necessary for the sponsor to sup- 
ply it. Of the 2,679 schools and 
colleges which had shown the pic- 
ture by the end of 1940, 877 pro- 
vided their own equipment, while 
projection service was provided to 
802 high schools and colleges 
which did not have projection 
equipment. The showing of films 
in schools with their own equip- 
ment is continuing through the 
present school year. The color 
charts give average audience size 
and composition for each of these 


cases. 
Witt SHow To SEVEN MILLION 


To summarize the distribution 
completed by December 31, 1940, 
2,500 theatre showings produced an 
audience of 2,250,000 people, 8,- 
558 non-theatrical club showings 
produced an audience of 1,156,280, 
and 2,679 school and college show- 
ings produced an audience of 
1,510,603, or a total audience of 
1,916,883 persons from 13,737 
showings of the picture. 

The most useful parts of this 
research are the facts it reveals con- 
cerning the cost of these showings. 
Substantially 5,000,000 persons saw 
the full 55-minute technicolor Mid- 
dleton Family picture at an all- 
inclusive cost per person of .0830 
for production, print and distribu- 
tion cost. Projecting these figures 
to the completion of the program 
early in 1941, shows that 7,000,000 
persons will have seen “The Mid- 
dleton Family” at a cost for the full 
shows of .0662 per person for pro- 
duction, print and distribution cost. 
These 7,000,000 persons will have 
given their full and undivided at- 
tention (an exclusive feature of the 
film medium) for a total of 386.- 
375,000 person-minutes of atten- 
tion. The price per minute of at- 
tention per person will be less than 
$.0012. 


A COMPARISON OF VALUES 


It would be most worthwhile to 
compare this proven figure cf 
attention for a sight and sound se!| 
ing message uninterrupted and un- 
shared by any other product or en- 
tertainment while at work agains! 
the costs of radio (and possible 
distractions) or the national maga- 
zine advertisement (competing 
against many others, against out- 
side distractions and without any 
guarantee of even being seen), but 
apparently the film medium is the 
only one where these figures can be 
obtained for the comparison. While 
the film medium is generally ac- 
cepted as being non-competitive 
and frequently lifting advertising 
and promotion into new fields. it 
would be interesting to make this 
comparison. 
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THE EVENTFUL AMERICAN SCENE IS 
REFLECTED IN NEW FILM PRODUCTION 


@ WITH NATIONAL DEFENSE activ- 
ities moving to the fore throughout 


American industry, current film 
production reflects the realistic 
trend of affairs. Noteworthy recent 
subjects for Goodyear (scenes from 
the Goodyear Shoulders Arms are 
shown at left below). General Mo- 
tors, and the Shell Oil Company. 

Further activities along these 
lines are evidenced in a trend of 
production for instructional pur- 
poses. Machine tool companies 
have indicated unusual interest in 
this phase for speeding up the train- 
ing of new workers, safeguarding 
against industrial accidents, and 
increasing production. In a simi- 
lar vein, the production of instruc- 
tional reels for use by the armed 
forces in connection with mechan- 
ized equipment is of importance. 

* a * 

(Above, left to right) Scene from Grey- 
hound’s ‘‘Amazing America’’; air attack 
in “Plows, Planes and Peace; Minne- 
apolis-Moline’s ‘‘This Land of Ours.” 


(Below, left) Sequence from ‘‘Goodyear 
Shoulders Arms’’ now being released 


In this case suppliers have been 
discovered that such equipment as 
trucks, tractors, and other machines 
are protected against accidental 
damage requiring expensive re- 
placement and repair by providing 
reels showing detailed operations. 

The film’s service to the regular 
routine of business, in sales promo- 
tion and sales training as well as 
consumer education and advertising 
remains a foremost objective, how- 
ever, of the majority of pictures. In 
this vein outstanding subjects of the 
month include Greyhound’s new 
all-color, picture, This Amazing 
4merica; Minneapolis-Moline’s This 
Land of Ours (a Ray-Bell produc- 
tion) and theatrical short subjects 
for Metropolitan Life, the Invest- 
ment Banker’s Association and the 
Greater New York Fund. A recent 
Jam Handy production for the Ar- 
kansas-Louisiana Gas Company il- 
lustrates the usefulness of the me- 
dium in public relations. (Page 21). 
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TRAVEL BY GREYHOUND throughout 
of the new Wilding-produced Technicolor subject for the motor coach lines. A 
radio quiz program (see above) brings heroine Carol 


“This Amazing America” 
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together and the audience sees America’s vacation wondering through their eyes. 


NEW GREYHOUND 
SUBJECT IN COLOR 


@ AnoTHER Greyhound Lines 
sound motion picture production, 
this time in Technicolor, carries on 
the tradition of entertainment lead- 
ership assumed by this sponsor. The 
new three-reel subject, especially in- 
tended for group audiences. was 
produced under the direction of 
Beaumont & Hohman, Ine.. 
Greyhound advertising agency. by 
Wilding Picture Productions, Inc. 

Greyhound’s trafic representa- 
tives and film distribution organiza- 
tions plan to make the film avail- 
able to schools. churches. clubs. 
conventions, ete. Frankly commer- 
cial, since it presents the travel ad- 
ventures of its principals via Grey- 
hound motor coach, the film is none 
the less acceptable for all types of 
audiences because of its openly 
factual treatment. 

America’s vacational wonderland 
and scenic beauties from coast to 
coast are presented in full color. 
The original developments which 
made possible employment of color 
on the wide range of locations opens 
new vistas for similar ¢ommercial 
production. Particularly impressive 
is the Grand Canyon color pho- 
tography with California and Min- 
nesota scenery also vying in audi 


ence favor for its beauty. 


AMERICA 


THE SCIENCE OF NUTRITION and 


is the theme 


Hughes and hero John King 


METROPOLITAN’S NUTRITION FILM 


by John Lentz, Welfare Division 


@ A FILM FOR ALL THE PEOPLE, in 
all the cities, in all the towns of 
America—on a subject affecting the 
lives of young and old alike: such 
is Proof of the Pudding, the new 
one-ree!l film sponsored by the 
Metropolitan Life Insurance Com- 
pany in cooperation with the U. S. 
Public Health Service. Outside of 
scientific circles this picture is re- 
ferred to as “a film on food that 
shows people what they should 
eat,” but in the more precise lan- 
guage of the nutrition experts 
Proof of the Pudding is described 





its meaning to the nation’s welfare is the 


film story of the new Metropolitan Life film ‘‘Proof of the Pudding’ recently 
produced in cooperation with U. S. Public Health Service by Paramount Pictures, Inc. 


@ THE CURRENT WAVE of patriotic 
pictures memorializes the great 
leaders who carved America out of 
the soil. the soldiers, the Edisons, 
the Bells, the generals, the presi- 
dents and the great men under 
whose leadership the United States 
became the greatest Republic in the 
world. But in America Looks 
fhead, a ten minute short starring 
Lowell Thomas. the “little man” 
who has put a few spare dollars 
into stocks and bonds is for the 


first time credited for his role. 
Men, money and ideas is the sub- 
ject of the picture, which reveals 
how a small cabinet maker de- 
veloped his business into a great 
furniture corporation by taking in 
hundreds of “money partners” from 
the rank and file of America. The 
role of the investment banker. 
about whom little is known by the 
general public, is revealed as the 
agent who brings men with ideas 
and men with money together. 


The roles of investor and investment banker are denicted in ‘‘America Looks 
Ahead" sponsored for theatrical release and produced by Audio Productions, Inc. 
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LOOKS AHEAD 


A Screen Editorial 
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as “a film that explains the 
vital scientific relationship existing 
between good nutrition and good 
health.” Essentially this film is 
an endeavor on the part of the 
sponsors to stimulate a widespread 
understanding of those aspects of 
the science of nutrition that can 
be applied to daily living. 
Business Screen has asked the 
sponsors of Proof of the Pud- 
ding why the subject of nutrition 
was chosen for a film presentation. 
One answer to this question could 
be found by referring to the Janu- 
ary 22, 1941 issue of the New York 
Times. On that date a front-page 
story broke in which Uncle Sam’s 
plans for a nation-wide campaign 
of nutrition education were out- 
lined. (Incidentally, the day prior 
to the appearance of this story, the 
sponsors approved the final print 
of Proof of the Pudding. We 
assure readers of this article that 
the film’s release was not timed 
with the newspaper story, although 
the Times front-page article was the 
sort of break that many a publicity 
man has prayed for!) Among 
other things the Times story empha- 
sized the rather startling fact (to 
the general public, at least) that 
our country is burdened with 45.- 
000.000 people who are improper- 
ly fed. With national defense ef- 
forts looming larger every day, au- 
thorities realized anew the im- 
portance of individual fitness as a 
bulwark of democracy. One govern- 
ment authority stated: “An all out 
job of defense is impossible unless 
the physical health of Americans 
is considerably stepped up through 
proper nutrition.” Another off- 
cial of the government remarked: 
“Proper nutrition is exactly as im- 
portant to our country now as are 
50.000 airplanes that will fly 400 
miles an hour. There must be a 
Nutrition Front.” Machinery was 
set in motion whereby essential in- 
formation would be carried to peo- 


(Please turn to Page 34) 
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WORLD’S LARGEST COMMERCIAL FILM AUDIENCE? 





| Perhaps not, but this record throng of 12,123 persons who attended 
a Continental Baking Company (Wonder Bread) radio-film show in the St. Louis Municipal Auditorium recently comes pretty 


close to a record. Projection for these showings was arranged by George H. (King) Cole nationally through associated Modern 


Talking Picture Service licensees. 


@ Business Screen has frequently 
reported the use of motion pictures 
for showing to studio audiences at- 
During 
the past year such shows as the 
Lucky Strike Hit Parade, Chester- 
field's Glenn Miller show, and 
DuPont's Cavalcade of 


have usually preceeded or topped 


tending radio programs. 


4{merica 


off the radio broadcast with the 
showing of a motion picture. 

Baking Com- 
pany, makers of Wonder Bread. 


The Continental 


inaugurated, last fall, a new quiz 
show called Your Marriage Club at 
a special performance for Wonder 
Bread 


employees in Bridgeport. 


Conn. It was thought that it might 
be interesting to show to the at- 
tending employees, Continental's 
Kodachrome movie record of the 
company s World’s Fair exhibit. 
The movie was so well-received 
at the Bridgeport employee show- 
ing that the film was held over 
for another week (also in Bridge- 
port) and the public invited to the 
program. Again the film was high- 
ly acclaimed. Continental and the 
Ted Bates Agency (who handle the 
radio show) felt that World’s Fair 
pictures might be outdated, but 
since the film had been so well- 
liked at the Bridgeport showings. 
arrangements were made to con- 
tinue showings at other points from 
which broadcasts originated. Con- 


tinental’s film has since played with 
the radio show for 28 weeks in 
14 cities and has averaged from 
ten to twenty thousand persons per 
week on the two nightly shows 
(one a late evening re-broadcast 
for the West Coast). 

George H. (King) Cole arranged 
for these showings from New York 
through licenses of Modern Talk- 
ing Picture Service in the various 
cities. One of the major problems 
was the location of screens large 
enough for the size of the audi- 
ences. In some cases the size of 
the screens used reached a size of 
21 by 34 feet. These have to be 
especially shipped from points 
where they were available, and as- 
sembled by 
halls from which the program is 


union crews in the 
broadcast. 16 mm. are projection 
is being used throughout the tour. 

It adds up to this: at a very 
low cost. because of the radio 
broadcast tie-up, Continental will 
have shown their picture. and a 
modest unassuming one it is, to 
approximately one-half million per- 
sons at the end of the 39-week 
radio series. The film is not the 
primary medium in this case. Yet. 
because of it, the sponsor has 
earned 5,850,000 person-minutes of 
attention to a good-will message 
of Wonder Bread—and brother ad 
manager. that ain't hay! RS. 


(Below) ‘‘For the People’ a new one-reel subject was produced by Audio (NY) for 
theatre showing during the current campaign of the Greater New York Fund. 
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FUND-RAISING REEL 
AIDS N. Y. CAMPAIGN 


@ A one reel film entitled For the 
People with commentary by ‘Ray- 
mond Massey of “Abe Lincoln in 
Illinois” fame is playing a very 
important part in the publicity 
campaign of The Greater New York 
Fund. The use of this visual me- 
dium has been of greatest value in 
previous Fund campaigns, and this 
years film (produced by Audio) 
has been an exceptional educational! 
factor in consolidating the position 
of the Fund as a New York institu- 
tion, 

The Fund is about to start the 
1941 campaign. During the next 
two months the film will be used 
by the Fund to give a picture of the 
work carried out by the 400 volun- 
tary welfare and health agencies 
afhliated with the work. Before the 
Fund was organized in 1938, these 
agencies made hundreds of annual 
appeals to business which failed to 
present a balanced statement of 
community needs. But the Fund 
brought with it a new approach. 
and their motion pictures have 
clearly demonstrated why this vast 
field of health and welfare work is 
so humanly necessary. 

For three years the Fund has 
worked to establish a new habit of 
eiving. The process is an educa- 
tional one. However, progress in 
this direction has been notable, 
James G. Blaine, president of the 
Fund. stated in his report at the 
annual meeting: and one of the 
leading publicity factors respon- 
sible for this educational advance 
has been the effectiveness of the 
Fund films. Their appealing stories 
have won ever increasing approval 
for the Fund from the public. 

The outstanding quality of the 
Fund films has been the simplicity 
of their context. They usually have 


(Please turn to Page 22) 











G. E. X-Ray Presents: 


(Below) Scenes from the General 
Electric X-Ray production “Exploring 
with X-Rays” which tells the fascina- 
ting story of X-Ray progress. Pro- 
duced by Haig & Francisco in asso- 


ciation with Adverti-Films (Holly- 
wood). Sereen story by George Simons, 
G. E. X-Ray’s advertising manager. A 
stellar cast portrays the early work 
of Roentgen, and the story of the re- 
eent history of X-Ra (For profes- 
sional, medical and « ar audiences.) 
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A Koport 


of Showings, Audiences and Total Costs 
of the Commercial Sound Motion Picture 

















“THE MIDDLETON FAMILY” 


prepared for 


WESTINGHOUSE ELECTRIC & MFG. CO. 


and 
FULLER & SMITH x ROSS ING. 




























































































REPORT OF A DISCOVERY 


Is a commercial motion picture an effective adver- 
tising medium? 

Is its cost in line with other media? 

These are only two of the vitally important ques- 


mission to show you the complete report which gives 
the actual cost figures on professional production 
and nationwide showings of the film before all types 
of audiences. Now for the first time you can judge 


tions answered in this report. This is the first report 
of its kind because this is the first time such ques- 
tions have been put to a complete, comprehensive 
test. 

On the opposite page you see sheet No. 3, one of 
the twelve charts from this report. We have per- 





movies as a medium on the basis of clear facts and 
figures. 

Here is the report of a discovery important to every 
marketing, advertising and sales executive. Simply 
write or phone and tell us the time most convenient 
for you to see our complete report. 


TALK 


UTORS AND EXHIBITORS OF 
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WHO SAYS ‘‘NO BOXOFFICE FOR COMMERCIALS’? 


Out in Burbank, California, General Water Heater got its 
film investment back — and then some! — by H. L. Mitchell 


@ THEY THOUGHT MayBeE, if they were lucky, 


they might have two projectors—one of them to 


be used a lot and the other to serve as a spare 


in case of emergency, a breakdown on one, or 
a rush showing while the first was busy. Too, 
they thought perhaps in time they could use 
three prints. 

Yes sir, you can ask Dick Hinkley, sales man- 
ager for the General Water Heater Corporation 
in Burbank, California, if that wasn’t exactly 
his and his associates’ thought in August, 1939, 
when their film producer turned over the first 
print of Turn on the Heat. 

A lot of water has gone under the bridge 
Talk about box office! Here 
are some results: Today there are six projectors, 


since that time. 
each of which is working a good deal of the 
time. The sixteenth print has just been deliv- 
ered. At the time of filming. three welders were 
employed at the plant; today there are fourteen 
and operation has moved from one-third to full 
Houston, to 
some 100 master plumbers, the production sold 


capacity. On its first showing in 
60 heaters to the biggest account in the city. 
Shown in a third-floor hotel room on a mile-high 
mountain in Arizona, it sold a half-carload of 
booster-type heaters and simultaneously pro- 
duced another smaller sale. 

Don’t let anybody tell you, mister, that there’s 


What if 


they don’t plank down their quarters when the 


no box office for a commercial picture. 


go in? A sizable share will pay a good deal 
more, in purchases of whatever you're selling. 
after they've gone out. If those cases aren't 
proof enough. there are others, on this single 
production: but first let’s look at the film itself. 

To begin with, someone dropped the idea of 


a business picture in the collective laps of Gen- 


(Above left) The sales department talks it over; 
(below) scenes in the new General plant at Bur 
bank and an exterior of the Company's modern 
factory layout. 








eral Water Heater’s executives. The idea began 
to take root, and someone else recalled that the 
auditor had a movie camera. 
to save money! 


What a nice way 
The auditor admitted the job 
would unquestionably be fun, but he’s trained 
to shrewdness with figures and he wonders just 
how much of a saving such a plan would actu- 
ally make. So the executives look farther and 
consider a bid of three or four thousand dollars. 
The sample film shown them as an indication of 
what they'll get for their money looks all right, 
but then they all begin to wonder a bit more. 
Two glasses of water on a hot day are more 
satisfying to a thirsty man than one; perhaps a 
larger investment would result in an even better 
job and bring a substantially greater return. 
Finally the job was assigned to General Film 
Walter Karri-Davies prepared a 
script, which was promptly approved. As an 
features. 


Company. 
independent producer of theatrical 
General had just completed a production on the 
lot. 
ferred to the industrial film division to turn out 
Turn on the Heat. 


Universal and the entire crew was trans- 


Fritsch, who re- 
cently produced the government documentary. 
Hydro, telling the story of 
assistant director was Melville Shyer. Photog 
Arthur Martinelli. A.S.C.. 
who did part of the camera work on The Great 
Dictator. Working 


the three reels were shot in three days 


(Pleas 4 


Director was Gunther von 


Bonneville Dam: 
raphy was done by 


on a split-second schedule, 


two in 


turn to Page 30) 


on? 








PUBLIC RELATIONS 


ARKANSAS-LOUISIANA GAS COMPANY PRESENTS: 














@ Gas, once worshipped as a god and now an everyday comfort of life, 
is the invisible hero of the Arkansas Louisiana Gas Company’s new talk- 
ing motion picture, The Fires Must Never Go Out. This picture describes 
in dramatic form all the services rendered to the public by the Arkansas 
Louisiana Gas Company—services rendered not only under normal every- 
day conditions, but also under stress of storm and flood. 

The picture touches upon the interesting early history of Arkansas. 
Louisiana and Texas, the tri-state territory served by the gas company. 
Industry, transportation, trade and commerce have contributed to make 
this area into a favored section which continues to afford opportunities 
for expansion and development. Here, too, is shown one of the most 
richly endowed fields of oil and natural gas in the United States. 

The picture proceeds to show the work done by gas in the home and 


With the 


aid of technical animation the audience is shown how gas wells are drilled 


then goes on to explore the whole operation of the company. 


and follows the course of the product from gas field to domestic and in- 
dustrial users. 

An overall view of the distributing system is given, an insight into the 
care of meters, and a closeup of the service rendered by the organiza. 
tion to its customers. In contrast to a municipal gas service which derives 
its supply of gas solely from nearby gas wells which may, in time, become 
played out, this company’s service, deriving its gas from many far-flune 
sources, cannot fail. 

A dramatic highpoint in the story is reached by the re-enactment of a 
storm and flood wherein we see the facilities of the organization swing 
into action to keep the fires burning under seemingly impossible 
conditions. 

Throughout the film considerable emphasis is placed on human rela- 
tions. By pictures showing a mother bathing her baby in hot water sup- 
plied by gas. by others displaying a housewife using gas for cooking 
and refrigeration, and by still others showing a family basking under 
the comfort of gas heat, the public service of the company to individuals 
is accented. Work of the employees of the company is stressed by show- 
ing them at their various operations, and their cooperation in times of 
emergency is strongly underlined. 

The production of the picture involved a number of interesting prob- 
lems. One was that Gas, the hero of the tale, was not only lacking in 
photogenic qualities but was entirely invisible and could not be photo- 
graphed at all. As a result technical animation was used throughout the 
picture to show gas and the burning of gas. 

Another problem was the lack of motion in most of the company’s re- 
sources which were to be featured in the picture. Gas wells and gas 
separators do not move and gas compressor stations do not move on the 
outside. To overcome the static nature of the material the camera move- 


(Continued on the next page) 





DODGE FILM IN 
NEWS THEATRES 


® Several of the entertaining 
industrial-documentaries pro- 
duced by Wilding for the 
1. Dodge Division of the Chrys- 
; 
’ 
~ 













EXCLUSIVE SCOOP 
ARMY ON WHEELS 
BRITISH - JAP 
WAR NEAR 


ler Corporation have been re- 
quested by theatre managers 
because of their unusual news- 
interest value. Army on 
Wheels, a “scoop” on the au- 
tomotive industry’s contribu- 









tions to national defense is a 
particular favorite according 
to C. W. Nebel who heads up 
visual activities for Dodge. 
Wheels Across India is an- 
other currently popular sub- 
ject. both in schools and pub- 
lic distribution. 


Chicago’s utra-modern ‘News- Theatre, 
TODAY, gives feature billing to ‘‘Army 
on Wheels’ on its marquee, 
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THE FIRES 
MUST 


wenen GO oy 


Producéd by The Jam Handy Organization 
































































































































































| * * WITH INDUS 
ON AMERICA’S FIRST LINE OF DEFENSE 
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DeVR SERVES THOSE WHS 





SERVE THE NATION! 


THE DEVRY “INTERPRETER” 16 MM. 
SOUND MOTION PICTURE PROJECTOR 


provides theatre quality projection before audi- 
ences, large or small, in the field, factory, audi- 
torium or headquarters offices. The “Interpreter” 
exemplifies DeVry leadership in life-like sound 
reproduction and screen brilliance — the result of 
28 years’ experience in building precision motion 
picture equipment. 





——< 


+ * LEADING MANUFACTURERS prefer 





DEVRY PROJECTION! 


As the nation’s industrial leaders turn 
their unequalled resources to the great 
task of our national defense, DeVry mo- 
tion picture projection daily serves such 

outstanding manufacturers as_ Interna- 
Step-on Film ‘ 12” Speaker tional Harvester, Minneapolis Moline, 


THE NEW LOW-PRICED “Q-R-12" 
DeVry’s newest portable 16 mm. 
sound = projector. Smart, modern 
styling of twin airplane luggage 
cases; many other features for 
economy and efficiency including: 


Sound & Silent | Goodyear, Ford, Standard Oil, Allis 
Chalmers, Caterpillar Tractor and others 
in the new tasks of apprentice training, 
product and safety education. 


59,366,000 SEE INTERNATIONAL 
pay HARVESTER FILMS SINCE 1911! 


Throughout America, the sixty million 
persons who during the past 30 years 
have seen the educational programs of 
International Harvester have enjoyed the 
added benefit of theatre quality perform- 
ance under the many varying conditions 
of the field showings. Harvester has used 
DeVry projectors since 1916! 


Arrange for a free demonstration! 


DeVRY CORPORATION 


FACTORY AND MAIN OFFICE LOCATED AT 
1111 ARMITAGE AVENUE CHICAGO, ILLINOIS 
NEW YORK HOLLYWOOD 


Power Rewind 


Projection 





Reverse Switch | 
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INSURANCE 
FOR YOUR 
FILM INVESTMENT 
by the 
“SAVKOTE” 
PROCESS 


A special film formula 
that renews old film and 
preserves and protects new 
film either black and 
white or color. Send 400 
feet to us and let us con- 


$1.00 Plu complete laboratory facilities for 16 mm. films 


a ny ~ hy DEVRY FILMS & LABORATORIES 
i111 ARMITAGE AVE, CHICAGO, ILLINOIS 


vinee you, 














ARKANSAS GAS: 


(Continued from the previous Page ) 
ment was carefully planned to sug- 
gest action and to indicate the 
direction of the gas flow. 

Moreover, the great portion of 
the resources of the company was 
underground and never before had 
been revealed to the public gaze. 
Here. as has already been indi- 
cated, animation does the trick by 
revealing the manner of drilling 
gas wells. Animation also shows 
pipelines carrying the gas through 
the ground and pipelines carrying 
eas under rivers. 


For SOUTHERN DisTRIBUTION 

A phase of the script writing and 
voice recording was to keep an easy 
friendly tone to the story and the 
narrator's voice to make it accept- 
able to a Southern community. 

But perhaps the most interesting 
phase of all was the shooting of the 
flood sequences. A number of 
scenes of actual floods was obtained 
to coordinate with the specific 
scenes showing the Arkansas 
Louisiana Gas Company operating 
under emergency conditions. These 
specific scenes were taken in 
Shreveport, Louisiana. and gas 
company employees and the Shreve- 
port fire department both  co- 
operated in making these shots. The 
shots were made at night and the 
company got a restaurant to stay 
open all night to provide food and 
coffee for these nocturnal moving 
picture actors — men who. in this 
case, took on their acting assign 
ments in addition to their regular 
daily duties. 


PRODUCTION IS CONVINCING 


Rain was provided by grace of 
the local fire department and a bor- 
rowed airplane engine and _ pro- 
peller. As water came from the 
fire department’s hose lines, the 
airplane propeller, which had been 
converted into a wind machine. 
sprayed the water to simulate rain. 
The result was highly convincing. 

This was all in the day’s work 

or rather the night’s work—in 
creating a motion picture featuring 
an invisible hero, a synthetic storm 
and the revelation of hidden opera- 
tions. 

The picture was produced by The 
Jam Handy Organization. It is be- 
ing shown to influential groups in 
territory served by the Arkansas 
Louisiana Gas Company. 


FUND-RAISING FILM: 


(Continued from Page Seventeen) 
been nine minutes long with sound 
track and commentary by dis- 
tinguished persons. Critics who 
have seen this year’s picture For 
the People consider it the best yet 
done by the Fund. 

A close-up of Raymond Massey 
opens the film. He stands before a 
portrait of Abraham Lincoln utter- 
ing lines from the Gettysburg ad- 
dress. The sets are actual shots of 
agencies at work. The actors are 
the people in need of help—the 
children, the babies, the old folks, 
the sick, the crippled. All are seen 
being cared for by Fund agencies. 
Each scene and bit of Massey com- 
mentary is a compelling reason for 
every employed person to meet his 
or her obligation to the community. 
New Yorkers who do not have time 
to visit any of the 400 Fund agen- 
cies can, in seeing the picture, un- 
derstand the importance of volun- 
tary welfare and health work. 


SHOWN TO THREE MILLIONS 


Last year’s film, Suppose Nobody 
Cared! with commentary by Bur- 
gess Meredith. was shown ove 
16.598 times to upward of 
+.000,000 people. The film was 
shown to employee groups under 
varying conditions. Most of the 
groups requesting a showing of the 
film have no projection equipment. 
For this reason the film is carried 
in a light portable machine and 
lashed on a portable screen. The 
following record of an operator's 
assignment for a typical day last 
year can best demonstrate the wis- 
dom of this simple method. The 
first showing of the day was before 
a department store employee group 
at 10:00 a.m.: before factory work- 
ers at 12:00 noon: before shipyard 
employees at 2:30; before a group 
of school teachers in mid-after- 
noon; before cemetery workers 
later that afternoon: before two 
separate labor union meetings that 
night. Organizations such as the 
New y ork Bell Telephone ( ‘om- 
pany, and the Metropolitan Life In- 
surance Company. had the film for 
a week and ran it & hours each day. 
bringing down small groups of 
their employees at a time to view 
it. Four hundred and sixty the- 
atres requested the film, and many 
of them showed it several times 
each day. 





* Do you appreciate the many uses to 
which the sound slidefilm may be put—un- 
derstand the economy in applying the re- 
search materials from which the slidefilm is 


Watch for this outstanding 





NEW VALUES IN SOUND SLIDEFILMS! 


made to the production of your direct mail? 
Manuals of instruction, dealer aids, cus- 
tomer booklets—all can be realized without 
loss from the slidefilm program. Read how 
it's done! 


feature in the next issue! 
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The Display Manager’s Guide to Visual 
Media for Store and Convention Exhibits 


@ THE INCREASING USE of 


color, 
particularly Kodachrome, in trans- 
parencies for wall-mounts has been 
noted by our observers in most re- 
cent convention floors as well as 
in modern department store display. 
Some of the best examples were 
seen in the lavish American Can 
Company showing at the Canner’s 
Convention in Chicago. American 
Can also featured a Trans-Lux news 
ticker service (shown at left) and 
the remainder of the exhibit told a 
graphic story of the Company’s 
educational program in the interest 
of canned foods. 


Boat show displays, both in the 


(Top, right) The Pepsi-Cola Company exhibit at the Retail 
Grocers’ Show in New York was designed by the Ivel Cor- 
poration and featured a novel use of 16 mm. sound-on-film 
projection through which the onlooker was invited to use a 
convenient push-button to make the screen characters ‘‘talk.”’ 


New York and Chicago editions, in- 
cluded many uses of visual media. 
Advertising Projectors, Inc. note the 
use of their continuous motion pic- 
ture projectors by the Pettit Paint 
Company, Globe Hoist and Walter 
Kidde. At both showings the Aetna 
Insurance (marine division ) featured 
that sponsor's new movie (shown 
left below) on a Bell & Howell con- 


tinuous installation. 


EXTRA COPIES OF THESE 
PAGES SENT WITHOUT 
CHARGE. ADDRESS: BUSINESS 
SCREEN, CHICAGO, ILLINOIS 


simple wiring job. 


The Electrical Trade Show ex- 
hibit for the United States Rubber 
Company featured still another Ad- 
vertising Projectors installation as 
did the St. Regis Paper Company's 
booth at the 
Chemical Exposition. 


noteworthy recent 
Ivel Corpo- 
ration designed the St. Regis booth, 
which featured a mammoth bag, an 
exact replica of the exhibitor’s fa- 
mous Multi-Wall paper bag. This 
was used as the proscenium for a 
rear projection screen (see below) 
on which a motion picture por 
trayed the many uses of the product 


in the Chemical industry. 


Sound equipment was by-passed through this switch by a very 
(Left, above) The Trans-Lux installation 
in the American Can exhibit at the Canner’s Convention; 
Aetna Insurance exhibit at the Boat Shows; U. S. Rubber ex. 
hibits at the Electrical Trade Show; and below, the St. Regis 
Paper Company’s novel display, designed by the Ivel Corp 


VALVE'RAG PAL 


BAG CORP. - VALVE BAG CO. 
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Socony-Vacuum’s traveling Industrial Exhibit, which is seen in all major Industrial 
Mill Superintendents Association in Cincinnati, 


@ ABOUT A YEAR AGO the Socony- 
Vacuum Oil Company decided to 
be represented by an impressive ex- 
hibit at all major industrial shows. 
The first problem was to design an 
exhibit which be shipped 
from place to place easily. There- 
fore, the entire exhibit was so de- 
signed that it consisted of units 
which can be handled easily. All 
parts were marked so that even un- 
trained men (with the help of a 


could 


photographic instruction book) 
could assemble the display. All 
joining parts were also marked 


and, furthermore, connections were 
laid out in such a manner that as- 
sembling mistakes were impossible. 


CONSTRUCTION Is FLEXIBLE 


The exhibit now in use covers an 
area 20' x 10° but the construction 
allows setting up in various sizes, 
e. g. by using only three panels of 
the back part, the size is 15' x 10’; 
also a shallow setup is possible by 
using only parts of the wings. In 
the photo (see above) a full length 
back is used but the depth of the 
booth has been reduced. 

The panels in the back of the 








Shows. This setup was used at last year’s show of the American Pulp and Paper 


Socony Exhibit Program 
Shows Role of Visual Aids 


booth are interchangeable transpar- 
encies, which show industrial equip- 
ment, depending on the theme of 
the exhibit. Here we see paper 
mill equipment (incidentally, illus- 
trations which were originally made 
up for a slidefilm). The illustra- 
tions available cover lubrication of 
steel mills, coal mining equipment. 
turbines, diesels, etc. 

illumi- 
nated by means of light boxes which 


The transparencies are 


flash, showing the lubrication fea- 
tures of the equipment in red. The 
top sign, as well as other lettering, 
is made of translucent Cataline, 
and this is also illuminated. 


SHows Continuous Movies 

The center section is a projector 
cabinet in which a 400 foot silent 
motion picture (on the principles 
of lubrication) is shown continu- 


ously. 
Another illustration on _ these 
pages shows a rear view of this 


(Left) Rear 


view of 


first-surface mirror, 


visualization and 


by Kurt H. Ross 


Socony-Vacuum 
projector being assembled. The Victor Animatograph 
continuous projector throws the image on adjustable 
Larger 
projects picture onto ground glass screen. 


x*e 


(Right) From the Technicolor slidefiim “Pulp and 
produced by the Socony- 
Vacuum Oil Company with Kurt Ross consulting on 
technical 
equipped with an anti-friction bearing. (Later on 
shown in closeup). Details the task the lubricant 
performs in anti-friction bearings. 


Paper Mill Lubrication” 


cabinet being assembled. The pro- 
jector is a Victor Animatograph, 
continuous type, using a 750 Watt 
lamp. The first mirror is a first- 
surface mirror, while the larger 
mirror is a regular plate glass 
mirror. The screen is made of 
ground glass. 

A special attraction of the ex- 
hibit is a group of three transpar- 
ent models of a bearing, gear and 
cylinder—illustrating the principal 
machine elements requiring lubri- 
cation. These models are made of 
Lucite and show the oilfilm and the 
all important “oil wedge”, known 
The bear- 
ing can be taken apart to demon- 
strate 


to the engineers, in red. 
important lubrication fea- 
tures, such as grooving, etc.—these 
models are sometimes exhibited on 
pedestals which form the right 
wing of the exhibit, and are illu- 
minated beneath. In_ this 


setup a sound display counter is 


from 


Exhibit— 


plate glass mirror 


research. A_ grinder 


Exhibit built by Display Studios, Woodside, Long Island, Sound cabinet and projector cabinet designed by Kurt H. Ross. 


used, housing a continuous record 
player (78 RPM), connected to a 
number of earphones, some of 
which may be seen on the counter. 
These earphones can be pulled out 
and the visitor can listen to a brief 
talk on lubrication of the 
shown in the model. 


parts 


Nove Ipea For Boat SHow 


Using some of the parts of the 
Industrial Exhibit, Socony employ- 
ed a novel idea for last year’s Mo- 
torboat show. The center section 
is formed by a large pictorial map 
of the Atlantic Seaboard, showing 
all kinds of 
cruisers and also the “Queen 
Mary”. Through “windows”, hand- 
operated puppets appear enacting 
a recorded playlet. 


boats—outboards. 


There is “Joe” 

who is always tinkering with his 
engine, not heeding the advice 
given him by fellow boat owners, 
popping up from everywhere. Even 
the Captain of the “Queen Mary” is 
trying to give him advice. There 
were nine different characters, op- 
erated by two men. 
puppet 


Whenever a 


made an “entrance’—a 


spotlight would center on it. The 
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playlet opened and closed with 
nautical music. 


The Socony Slidefilms 


* Socony-Vacuum periodically pro- 
duces Technicolor slidefilms on in- 
dustrial subjects. These films are 
intended for use within the organi- 
zation as an educational medium, 
as well as an aid to lubrication en- 
gineers who use these films in the 
“Lubrication Clinics” conducted in 
plants for the education of the 
plant personnel. These films treat 
the subjects in a simple manner but 
must be of such character that an 
engineer will also be interested in 
the subjects presented. Entirely 
new is the treatment of the mate- 
rial. These drawings (usual air- 
brush) are laid out in a pictorial 
manner, never before used in tech- 
nical educational work, where the 
more standardized style of flat 
treatment is usually employed. This 
type of drawing, which technically 
will give all the details necessary 
to satisfy the most critical engi- 
neer, will hold the interest of the 
man in the plant who may see his 
machine in a new light—“glori- 
fied”. Considering the subject 
treated and picture material to be 
used, it seems that the slidefilm 
medium is best suited for this type 
of educational work. 


May Be Usep WitHout Sounp 

These slidefilms have recorded 
narrations but sometimes the sales 
engineer prefers to render his own 
version of the story—adapting the 
film to the requirements of a plant 
where the showing is held. The av- 
erage running time of these films 
is about 28 minutes. 

The films are general in char- 
acter, “unselfish”, with the facts of 


NuMBER Four ¢ 1941 





lubrication in the foreground; the 
only advertising contained in them 
is the byline that it is presented by 
Socony-Vacuum. Because of this, 
these films will be released for 
general educational work in tech- 
nical schools and colleges. 

The first Technicolor slidefilm 
of this type was Bearings and 
Their Lubrication. It shows the 
various types of bearings found in 
industry, the lubrication theories 
and lubrication practices in use for 
these bearings. The qualities need- 
ed in lubricants to answer the 
problems encountered and _ meth- 
ods of grooving and chamfering of 
bearings are discussed. In all a 
fairly complete story on all gen- 
eral types of Bearings and Their 
Lubrication. 


Puce & Paper SLIDEFILM 


Another slidefilm treats of a par- 
ticular industry—Pulp and Paper 
Vill Lubrication. Going through a 
mill—the conditions which are en- 
countered in any pulp and paper 
mill are highlited—and_ with 
typical equipment lubrication prob- 
lems illustrated. (A scene (left) 
shows a grinder equipped with an 
antifriction bearing. After establish- 
ing the problems of operation of 
this equipment, the lubrication fea- 
tures are explained in a close-up 
frame of the bearing proper. The 
colorful airbrush treatment of the 
machine parts gives a_ striking 
effect, which is well brought out in 
the Technicolor prints. 


Various other industrial subjects 
are in preparation and production, 
after the slidefilm medium has been 
proven successful in the field. 


Socony-Vacuum’s puppet show at the 1940 Motor Boat Show in New York. Hand operated puppets enact a recorded playlet about the reformation of an unbelieving 
Thomas, who doesn’t care what kind of gasoline and oil he uses. He learns from fellow boat owners that only Mobilgas and Mobiloil are the brands to use. Display 





* High above the crowds who 
nightly throng New York’s 
Times Square, the Wilson 
Whisky “spectacular” enter- 
tains with a clever animated 
picture presentation that has 
made display history. 

The animated “movie” 
show of twinkling lights is 
made possible through the in- 
ventive genius of Kurt H. 
Ross and the showmanship of 
Douglas Leigh whose organi- 
zation has developed the Ross 
patents. Mr. Ross, whose 
name appears on the Socony- 
Vacuum display story in these 
pages, built the original sign 
of 500 photo-electric units. 

A movie projector throws 
an animated cartoon onto a 





WILSON SIGN IS FILM-OPERATED 


bank of these photo-electric 
tubes — the pictures of the 
film being arranged in light 
and dark elements, corres- 
ponding to the pattern of the 
cells. The cells in turn oper- 
ate an electronic relay tube— 
and thus a_ corresponding 
light bulb on the lamp bank. 

This set-up (as shown be- 
low) was used with 35mm. 
projection in the first Wilson 
sign. The new sign, employ- 
ing 4,000 units, is now run 
with a 16mm. projector and 
on account of the large num- 
ber of lamps can _actual- 
silhouette films; because of 
the increase of picture points. 
the problem of registration is 
not so critical. 








This original photo-electric sign apparatus preceded the current Broadway display. 
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@ SHELL'S LATEST motion picture 
is a double-duty film (for both 
dealers and non-theatrical consum- 
er audiences) which tells the story 
of the scientific achievements of the 
Shell Development Company re- 
search laboratories at Emeryville, 
California. 

It is Oil For 
a fascinating 


{laddin’s Lamp. 
30-minute camera 
visit behind the scientific scenes. 
Much of it has to do with intricate 
formulae and laboratory apparatus 
but the interpretive genius of two 
of the film world’s ablest men make 
it intensely interesting and under- 
standable. Those two men are 
Joris Ivens, director, and Floyd 
Crosby, photographer. The story 
was written -by John Eugene Hasty 
from research by Donaldson Thor- 
burn. Adaptation was by Norman 
Blackburn with additional dialogue 
by R. G. Landis and Fred Fidler. 
Colbert Clark supervised. 

The problem was to show the in- 
valuable contributions Shell science 
has made to medicine, agriculture. 
plastics—to Mrs. America’s cloth- 
ing. jewelry and perfume and to 
Uncle Sam’s national defense. And 
all these discoveries were to be 
tied back to the Shell scientists’ 
the job of 
perfecting better gasoline, motor 


biggest day to day job 


oil and other fuels and lubricants 
for car, home, factory, tank, bomb- 
er or warship. 


Mo.tecutes Ake THE ACTORS 

It's done in an absorbing motion 
picture called Oil For Aladdin's 
Taken at the $3,500,000 
Shell Development Company lab- 


Lamp. 


oratories in California, the film has 
hydrocarbon molecules for actors 
and its plot is the story of how 
Shell “educates” them to useful 
lives. 

To capture the wonders of this 
“House of Magic” that house Shell 
Development Company's — labora- 
tories with a movie camera was 
downright challenging. The scien- 
tists had always been the modest. 
secretive “silent partners.” Now 
they were being asked not only to 
reveal their research magic, but, in 
Hollywood’s manner of speaking. 
to “give out with some ‘oomph’ and 
put some showmanship into it.” 
And they really “went to town.” 

They drew charts—even put 
tinkertoys together to represent sci- 
entific formulas. They put this 
chemical with that chemical to 
make butadiene and talked of buta- 
diene as though you had partici- 
pated in its discovery. But it 
wasn’t until they bounced the stuff 
on the lab bench that you realized 
butadiene was synthetic rubber . . . 
and they made it before your very 
eyes. 

It would have been a compara- 
tively simple matter to make Oi/ 
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a production log by 
Norman Blackburn* 


FILMING SHELL'S LATEST 





The scientific achievements of the research laboratories of the 
Shell Development Company are portrayed in ‘‘Oil for Aladdin's 
Lamp” (Next issue: a picture story of the Shell film program). 


QUALITY 


motion pictures since 1923 


The Plymouth Motor Fair, now touring the 
country, is built around the three-dimensional Techni- 
color motion picture, “New Dimensions”, produced 


by Loucks & Norling for the Chrysler Corporation. 


“Washington, The Shrine of American Patriotism”, 
Baltimore and Ohio Railroad’s sound film, is so 
popular that schools are actually buying prints for 
their libraries. 


For a really distinctive motion picture, one that 
will accomplish more than you anticipate, consult us 
for ideas. 


COlumbus 5-6974 


LOUCKS & NORLING STUDIOS 
245 West 55th Street - New York City 








For Aladdin's “Lamp in twenty 
reels. This would have meant just 
a matter of devoting a reel of film 
to each one of Shell Development's 
twenty research departments. 

But the instructions from the ad- 
vertising department, under whose 
auspices the film was to be made. 
were “make it simple, straightfor- 
ward and dramatic.” “And above 
all else, keep it down to about 
twenty minutes.” Oh-oh, a two- 
reeler. It was like telling David 
QO, Selznick to keep Gone With the 
Wind down to forty minutes. 
(Gone With The Wind's first cut 
version ran over thirty thousand 
feet, or about five hours running 
time. It was finally released at 
twenty reels, or a little over three 
hours running time.) 


BorLep Down To EssentTiALs 

As it developed, Shell’s latest 
film was boiled down to dramatize 
only those things that could be 
clearly understod and appreciated 
by scientist, dealer and motorist 
alike. It was important to stress 
that the main assignment of these 
great men of science was the ad- 
vancement and perfection of Shell 
gasoline and motor oil—a fact that 
might be easily lost sight of in 
showing work on thousands of 
other products. 

When those in charge of the ac 
tivities at Shell Development agreed 
to reverse the usual procedure and 
let Hollywood crash their gates 
they probably expected a director. 
a cameraman and a few rolls of 
film. Imagine the excitement when 
three trucks filled with lights. 
cables, prop boxes, reflectors and 
numerous other studio knick-knacks 
applied for admission. Of course. 
the young lad at the information 
desk practically collapsed when his 
inquiry slips were handed back to 
him marked “Brownie, script girl”. 
“Butch, grip”, “Joe, head gaffer”, 
“Fatso, still man” and so on down 
through “George, prop boy.” (The 
script girl keeps track of the shots 
okehed and rejected, sees that suc- 
cessive scenes “match” properly; 
the grip handles scenery and helps 
place the camera; the “gaffer” is 
the electrician in, charge of light- 
ing; the still man takes the pictures 
on these pages and the “prop boy™ 
assembles the small articles han- 
dled by the people in the film.) 


COOPERATION IN EXPERIMENTS 


Once inside, the studio crew 
found everyone in the company 
ready to cooperate in the filming 
of this picture. Department heads 
made possible the photographing 
of various and sundry experiments 
and developments. They set up 

(Please turn to Page 28) 


*For the Motion Picture Department 
of the J. Walter Thompson Company. 
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Over 6,000 


Quality-Conscious Theatres 
Use RCA Motion Picture 


Sound Equipment 
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The same “BIG TIME” quality is yours 
with 


RCA 16 mm. SOUND FILM PROJECTOR 


Offering you 16 superior features, this great 

projector provides finer, clearer sound... 

more even light distribution on screen... 

greater operating simplicity—yet is priced 
with the lowest! 


AKE A TIP from the Broadways of 

America! Give your pictures the “big 
time”’ projection they deserve, withthe RCA 
16 mm. sound film projector. It’s made by 
the makers of equipment used in over 6,000 
theatres—theatres that demand quality! 

You'll find that RCA engineering has 
produced a 16 mm. projector that gives 
new life to both pictures and sound. Light 


<WARNER BROS. BOYD THEATRE 


on Philadelphia's ‘Broadway has RCA Motion Picture 
Sound Equipment. Over 6,000 theatres on other Broadways 
of America are similarly equipped to provide their audiences 
with the finest performances 
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16 mm. Sound Film Projector 


COMMERCIAL SOUND SECTION + RCA Manufacturing Co., Inc., 
Camden, N.3. © AService of the Radio Corporation of America 
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on screen is much more evenly distributed 
—there are no annoying ‘‘spots’’ before 
your eyes. And the sound is full and clear 
no matter what volume you wish to use. 

Operation too, hasbeen RCA engineered. 
Simplicity is the watchword. Threading is 
child’s play with threading line cut right 
on the projection block. All size reels are 
quickly rewound by motor. Cleaning and 
adjusting are both extremely simple. 

Yes—from its handsome, compact car- 
rying case to its tiniest integral part, the 
RCA 16 mm. sound film projector is just 
the thing to make your sales story sing! 
And best of all — it’s priced with 
the lowest. 





ude be cock orher 
VICTOR RECORDS 
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Trademarks ‘RCA Victor,” “Victor and ‘Victrola 


RCA VICTROLA 

=». 
Reg. U. S. Pat. Off. by RCA Mfg. Co., Inc W] 
In Canada: RCA Victor Company, Ltd., Montreal = 


For better sound film projector performance—use RCA Tubes 


Commercial Sound Section (BS-3 y 


RCA Manufacturing Co., Inc., Camden, N.J. 
Please send me complete information regard- 04 


ing RCA 16 mm. Sound Film Projector 


Name 


Address 








City State 








SHELL’S LATEST 


(Continued from Page 26) 


equipment and with their co-work- 
ers recreated the wonders they had 
worked in petroleum science. 

At first it was felt that most of 
these amazing feats of science could 
not be caught by the camera eye. 
hut with the matchless efforts of th: 
Shell Development personnel and 
the imaginative genius of the direc- 
tor and camerman these scientific 
wonders were woven into the pic- 
fascinating clarity and 


ture with 


dramatic eve values. 


PERILS OF A PRODUCER 


The studio crew was kept in a 
state of bewilderment. 
For example, Brownie, the script 


constant 


virl. cornered one doctor of science 


and when actually pinned down 
confessed that she was trading a de- 
st ription of the duties of the film 
crew men known as “gaffers” and 
“erips” for the correct spelling of 


W hen 


if the scientists mixed up a batch 


tricrys| phosphate. another 


of butadiene. squezzed it. then 


bounced it. Fatso was heard to ex- 
laim in his high nasal voice, “I 
saw it and I photographed it, but 
I dont it!” The payoff 


came when George. the prop boy. 


believe 


tried to trade some still pictures of 
Marlene Dietrich for a curved plas- 
light 


tic tube through which 


( ould be bent. 


rays 


In charge of the picture crew 


was Joris Ivens. the director. Mr. 
Ivens had just completed Power 
ind The Land, the government 


documentary film dealing with the 
problem and advantages of electri- 
fvine America’s farms. Prior to 
this he had 


films in Spain. China, Holland and 


directed outstanding 


manv other countries. He was se 


lected for his ability to simplify 
complex things and get realistic 


drama out of laboratory § scenes. 


Floyd Crosby. cameraman, was en- 


trusted with the photographic as 


sigznment. Crosby worked on The 
River. Power And The Land and 
won the Motion Picture Academy 


award for his work on Tebu. 


THe Picture’s Purpost 


In the completed film we see 
that products derived directly or 
from affect 


indirectly petroleum 


almost every phase of daily life. 
We see the work that led to the 
Shell 1941 advertising themes. We 
learn that the motorist buying a 
mechanically measured gallon of 
Shell gasoline or motor oil, also 


buys the results of untold hours of 
brilliant research by men who have 
dedicated their lives to the job of 
keeping your cars rolling efficiently. 
economically, pleasurably. 
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The Van Camp Sea Food Company has just produced its fourth 


sound motion picture 


Selling With Color 


subject 


Title: Chicken o} the Sea 


Sponsor: Van ( amp Sea Food Com- 
Ine. 
Frederick 


pany, 
Producer: 


K. Rockett 


( ompany 


for 


consumer audience showing 


® The man whose last car was a 
likely, 
ready, to buy another of the same 
make. 


success is when he gets 
Acting on a parallel prin- 
ciple Van Camp Sea Food Com.- 
pany, said to be the largest firm 


UNCLE SAM WANTS YOU 
To Train Industry's Army 





Swell the Ranks of Shilled Labor 
Gaster... TRAIN WITH FILMS! 





What aTraining Film 
Will Do for You 


Rapidly, efficiently 
3 train the skilled labor 
you need. 


2. Speed up production. 


campaign by visual- 


izing your product. 

Keep your name be- 
>. fore customers you 
are unable to supply be- 
cause of defense priorities. 











and ability. 


or slidefilm. 


The National Defense Office of Pro- 
duction Management has told indus- 
try that upon it rests the responsibility 
of training more workers in the short- 
est possible time. 


You can do it as the Gisholt Ma- 
chine Company, Madison, Wis., is do- 


3 Show how you are ing it. Have a training film produced 
* doing your National os 3 

Defense job. by Burton Holmes Films. We have 
4 Fortify your sales the necessary experience, facilities 


Let us help solve your 


problem with a sound motion picture 


Its double impact on 


eye and ear will train faster, more 
efficiently. 


BURTON HOLMES FILMS, INC. 


PRODUCERS OF 
7510 North Ashland Avenue « 


MOTION PI 





TURES 


Chicago 


AND SLIDEFILMS FOR INDUSTRY 


Telephone ROGers Park 5056 


VANCAMP FILM 


kind in the country, has 
received its fourth motion picture 
production entitled Chicken of the 
Sea, produced by Frederick K. 
Rockett Company, Hollywood. It 
seems quite logical, when one rea- 
sons that they catch and pack tuna 
and sell it under that trade name. 
that Chicken of the Sea should be 
stressed. 


of its 


Just to avoid confusion, 
when a new film is completed, the 
older one is retired. First produc- 
tion was a black-and-white silent: 
second used sound: 
three reels, 


the third, in 
done in Koda- 
chrome; the latest is a two-reeler 
shot in 16 mm. Kodachrome with 
35 mm. sound recording by Glen 
Glenn Sound Company, with sepa- 
ration negatives used for Cinecolor 
prints. 


was 


In a production designed for con- 
sumer showings 
and clubs—as well as to those who 
handle the food, the romance of 
making the catch was a necessary 
ingredient. Simplest procedure to 
follow put a cameraman 
aboard one of the prize fishing 
boats in the Van Camp fleet and 
let him record the 
the Central American 
coast, the color in the life aboard 
ship and the dramatic incidents in 
the actual work as they actually oc- 
curred weeks. 


4 STORY 


through = schools 


was to 


picturesque 
beauty of 


over some thirteen 


Story WITHIN 
Incorporation of this material 
was accomplished by the 
time-proved dramatic formula of a 
story-within-a-story. 


using 


Presented to 
a “visiting customer” as a reel to 
which the sound track has not yet 
heen added, the fishing scenes are 
described by the captain of the 
vessel from which they were filmed. 
while interjection of comment and 
question increases reality. 

Through company representa- 
tives, or from Van Camp Sea Food 
Company, Inc.. Terminal Island, 
California, itself, prints of the film 
will be loaned gratuitously to 
school systems equipped to show it. 

With optical reduction 
from 35 mm. to a 16 mm. sound 
track and satisfactory color already 
given credit, other credits due this 
good, modestly - priced production 
are: story and Fred 
Rockett; photography Walter 
Blunt, Guy Wilkie, AITSE, and 
Ray Fernstrom, ASC; editing—F. 
B. Taylor. The cast: Gayne Whit- 
man as J. P. Cobb, Van Camp sales- 
manager; Emory Parnell 
made the grade into theatrical 
films) as Van Camp’s production 
manager Joe Gates: 
as the visiting Mr. 
Philadelphia; James 
Capt. Fisher. 


good 


direction 


(since 


Joseph Franz 
Lane from 
Blaine as 


Business SCREEN 





CAMERA EYE 


Dowling in New Studio 


Pat Dowling Pictures moved, 
March 11, to 1611 Cosmo Street, 
Hollywood. The new quarters pro- 
vide, in addition to larger office fa- 
cilities, a film storage vault, a 
fully-equipped sound stage with 
fine acoustic properties, and minia- 
ture and animation equipment. 
Dowling was with the old Christy 
company for a dozen or more years. 
becoming manager of their indus- 
trial film department when they 
bought the Metropolitan Studios. 
When the Christy interests were 
sold out in 1931, Dowling remain- 
ed on at the Romaine Street address 
as a commercial producer. 


Reed Announces Programs 


* Succeeding George Batchelder, 
resigned to join Producers’ Releas- 
ing Corporation, Bernard Lamont 
has been named assistant in charge 
of production for Roland Reed 
Productions. Lamont, who once 
before was associated with Reed, 
has been in the motion picture 
business for more than twenty 
years. 

Reed has a record schedule al- 
ready lined up for 1941, with some 
15 productions due to go before the 
camera. Included in the schedule 
are The Life of Diesel for Standard 
Oil (California) and four for 
National Carbon Company, one of 
which will be pretentious in_ its 
use of music and will likely call 
for the services of a top-flight star 
from the’ entertainment film 
bracket. Reed has just completed 
three 120-foot trailers in Techni- 
color for Pond’s. 


Vitacolor Ready to Deliver 


* Culmination of four intensive 
years of research, development and 
testing has come with the announce- 
ment of Hollywood Colorfilm Cor- 
poration’s readiness to deliver two 
and three color 16 mm. sound prints 
from negatives. The process, 
known as Vitacolor, is an out- 
growth of Duplex Cinema Equip- 
ment Company, started in 1903 by 
the four Carlton brothers, to make 
cameras, printers, and all types of 
processing devices. 

Actual research began 
some 20 years ago, and recent 
strides have been rapid with the de- 
cision to build 


color 


equipment that 
would insure two color prints in 
perfect definition and registration. 
and at the same time insure uni- 
formity. Some 300,000 feet of 
tests have been run simply as a 
check in the perfection of both two 
and three color 16 mm. work, ac- 
cording to R. A. Calhoun. 
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New Theater Opened 
for Industrial Films 











@ A New step in the evolution of 
the industrial and documentary 
motion pictures has been taken 
with the announcement that a the- 
atre in mid-town Manhattan is to 
be devoted exclusively to the ex- 
hibition of commercially sponsored 
and documentary films. 

Operating under a navel plan 
evolved after an exhaustive survey 
by its president, Harold McCracken, 
the National Documentary Theatre 
Co., Inc., has been formed and has 
taken over the Belmont Theatre, 48th 
Street, east of Broadway, which has 
been re-named the Documentary 
Theatre and opened April Ist. 


Procrams Are Non-ComPEetiTIve 

Selected commercially sponsored 
films will be shown in the Docu- 
mentary Theatre from 10:30 A.M. 
to 6:30 P.M. daily, including Sun- 
days and holidays. The program 
will consist of eight reels and will 
be repeated six times daily. Each 
program will run for a period of 
eight consecutive weeks. 

The individual films which make 
up each program will be non-com- 
petitive in regard to sponsorship. 
The aim of the management will be 
to carry this even further by ar- 
ranging the programs so that they 
will be cooperative in character. 
As an example of such a program. 
it is conceivable that the film of an 
automobile manufacturer could be 
shown in the same sequence with 
that of a tire company, a gasoline 
company and an insurance firm. 

Admission to the theatre is by 
ticket only. The sponsor of each 
film will be provided with an am- 
ple number of tickets to be distrib- 
uted gratis to their present and 
prospective customers. The tickets 
will entitle each one of these po- 
tential buyers to the entire show. 


Ricorous Eprroriat Poricy 

A rigorous editorial discretion- 
ary policy will be exercised to in- 
sure good taste, high. quality and 
entertainment value in all the pro- 
grams. There will also be a full 
staff of regular attendants devoted 
to service specially designed to co- 
operate with the commercial spons- 
ors. The competent handling of 
lobby displays, samples, literature 
or other give-aways which the 
sponsors may desire is assured. 

The Documentary Theatre has a 
seating of 542. The 
theatre can accommodate a weekly 
audience of 22.764 persons. or 
182.112 for the eight-week period. 
The cost for the exhibition and all 
the other services figures avproxi- 
mately one cent per reel per ner- 


capacity 


son. or ten dollars per thousand. 





"How Much 
Does Theatre 
Screen 


Advertising 
Cost?" 





WE'LL LET YOU MAKE YOUR OWN ESTIMATE 


of the real value of this medium's many 
advantages when applied to your advertising 


¢ Front Page Attention ¢ Hand Picked Audiences 
e EYE plus EAR Selling 


¢ Exclusive Display Rights 


¢ Guaranteed Reading 


¢ Live Action Demonstration 


BUT—we'll be happy to quote costs based on estab- 
lished rates. You'll be surprised how many buyers you 
bring FACE TO FACE with your advertising for every 


ONE CENT you spend. Get ALEXANDER prices today! 


te ee eee 


SPRINGS, COLORADO 


DALLAS 


C0. 


COLORADO 


NEW YORK 


CHICAGO ATLANTA SAN FRANCISCO 


—~ VITACOLOR ~~ 


fp 
TT) resents 


Perfect two and three color 
/6mm sound prints 


from your negatives, including Kodachrome. Uniform, 
highest quality, color corrected, permanent, transparent 
prints on GASPARCOLOR films delivered speedily at 


competitive prices! 
Demonstrations arranged by appointment. 


Also complete facilities for taking 35mm two and three 
color negatives. 


Two and three color 16mm prints also made from 35mm 
separation negatives. 


Phone, write, or wire 


HOLLYWOOD COLORFILM CORPORATION 
(VITACOLOR) 


230 West Olive Avenue - - - Burbank, California 
Phone: Charleston 66477 
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| QUALITY PRODUCTIONS 
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SLIDEFILM PRODUCTIONS 
KODACHROME °* BLACK & WHITE 
3rd DIMENSION 
YNCHRONIZED RECORDINGS @ BUS 
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SLIDEFILM EQUIPMENT | 
The PICTUREPHONE 


for Training, Sales, 
Demonstrations, Meetings 
The Only Complete Line of Sound Slide Film 
Projection Equipment on the Market. What- 
ever You Need, We Have It. Twenty-Five Ex- 
clusive Advantages. Radically Different. 





Write us today... 


O. J. McCLURE TALKING PICTURES 
1115 W. WASHINGTON BLVD. 
CHICAGO, ILLLINOIS Phone CANal 4914 








Sto COLOR SLIDE FADING! 
kandid koat 


Prevents color slides from fading—sharpens definition 


Prevents film sweating and rotting 









Preserves still negatives—waterproofs, stops blemishes, 
mekes finger-marks easily removable 
Applied with a brush. A _ bottle will cover 100 slides 


Money-back Guaranteed 
$1.00, postpaid. (In California add 3% state szles tax.) 


Kandid Koat Laboratory svoSouswsso 
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COMMERCIAL BOXOFFICE 


(Continued from Page Twenty) 


the plant, one at the studio. 
to 16 mm. for distribution. 


Film was reduced 


Rush Hughes played the executive in the pro- 
duction, Don Brodie that of Steve Piper, who 
symbolized in one comic character all the mis- 
takes and misconceptions of the average unpro- 
gressive plumber, the guy who is always hard 
to get, tough, and can’t be told anything. That 
Brodie’s Piper was convincing is indicated in 
the average reaction of trade groups seeing it 
for the first time: half the audience (salesmen) 
says “I meet the so-and-so every day.” while 
the other half (the plumbers) says, “By God, 
that’s me!” 


ConFiict Makes For Firm Drama 


What might otherwise have been no more than 
a plant tour was given a dramatic presentation 
by this “outside” figure. Drama, on the printed 
page, on the stage. radio or screen, calls for 
conflict of one sort or another and its satisfac- 
tory resolution. Considered from this viewpoint 
there’s a steady stream of dramatic incident in 
the everyday conduct of any business, but 
through repetition it becomes commonplace; a 
buyer gives his order and the salesman wins 
this basic conflict; the salesman leaves with- 
out the order and the purchasing agent wins. 
Dramatic writing demands the heightening of 
the conflict, the selection of the most arresting 
incidents in a group of actual or theoretical 
possibilities, the telescoping of events. 

This was done for the part of Steve Piper. 
All his competitors know is low-priced water 
heaters; he can’t sell expensive ones in the face 
of that, and if he can’t sell *em, he can’t make 
any money, so what’s the use? Sure. he'll 
listen, and he'll look around the plant—‘“I’m 
here, ain't [?—but it’s quite plain that his mind 
is already made up: he chews his toothpick in 
just that sort of fashion. But the toothpick is 
a dramatic “plant;” it has a bearing on the 
windup of the film story. The friend who has 
brought Piper to visit explains that he never 
says much, but every once in a while he gets 
interested in something and the way you can_tell 
it is that he breaks his toothpick. The film 
reels by, getting into technical details which are 
certain to arrest plumbers and those who recog- 
nize their significance in the industry, and every 
once in a while the laconic Piper snaps the bit 
of wood in two. The tour of the plant ends; in 
the show room dealer helps are demonstrated. 
the meaning of good will is hammered home. 
the increased profit-possibilities are made clear. 
Without further ado, but with an air of thorough 
conviction Piper drops on the president’s desk 
a handful of broken toothpicks. 


DEALER EpucaTIon Is EssenTIAL 


The running gag not only takes the edge off 
General Water Heater’s effort to point out their 
common mistakes to the plumbers they are 
trying to educate and the dealers whom they are 
trying to sell, but it forms in itself a successful 
sales psychology. 

Dealer education is absolutely necessary in 
order to sell better-grade merchandise of any 
sort, Hinkley asserts, and it’s a process that 
can never stop. A motion picture has a mark- 
ed advantage over the discussion and demonstra- 


tion method in that it is impossible for the 
prospect to interject questions and get off the 
track; his attention is—and remains—focussed 
on the presentation. Further, when one is at- 
tempting to sell something to one customer fre- 
quent call-backs are the usual order; at the same 
time competitors are following the identical 
plan: a film production gives a major lift to 
the sale sproblem. In General’s case it creates 
interest in the product, incorporates proof of 
claims, builds to a point of reception, and opens 
which leads with 
proper direction to a signature on the dotted 
line. 


the avenue to discussion 


The film has done more than a simple edu- 
cational job as other results indicate: In a num- 
ber of cases where accounts were splitting their 
stock, carrying a number of lines of water 
heaters, there has been a heavy swing to Gen- 
eral following showing of the film; an Oregon 
utility firm was having a difficult time merchan- 
dising gas, the film was airmailed to them, 
showings boomed until everyone in the gas 
company saw it, and the difficulty dropped to a 
negligible point. There are numerous instances 
where plumbers running dealerships have in- 
creased their sales after seeing Turn on the Heat 

and that isn’t just education as far as the 
sponsor is concerned; it’s orders on the books, 
followed by repeat business. 


Pusiic Retations BeNnerits NOTED 


But the public relations element cannot be 
overlooked. Nowhere did plumbers expect to 
find a manufacturing ‘plant of any size and 
importance in California; General was beginning 
to reach out with distribution in the middlewest 
and as far as portions of the Atlantic seaboard. 
Turn on the Heat, showing assembly lines and 
advanced production methods and the making of 
virtually all component parts within the one 
plant, was convincing as no portfolio or catalog 
could be; even the most skeptical admitted that 
the firm not only could but was doing a job 
thought impossible. And now General is one 
of the best known water heater manufacturers 
in the country. with its new plant moved for 
observation to any point where there is a 
doubter, and seen under its most favorable con- 
ditions and in time. 
There are competitors, certainly, but General is 
put on a different plane. 


telescoped observation 


Sales manager Hinkley stresses the fact that 
use of a commercial film does not mean elimina- 
tion of other types of advertising; designed to 
do a specific task, it supplements the work of 
other promotional methods. General Water 
Heater does considerable direct mail work which 
it would be unwise to discontinue. If he were 
having it all to do over again, though, even on 
a smaller budget, he would still have a film 
production by tempering other phases of the 
program. 

This firm’s initial motion picture investment 
has been more than recovered. If proof still 
hasn’t been given clearly, let’s put it this way: 
Out of some 1800 showings, with prints work- 
ing longer than Hinkley would like to have them 
in use, the first year’s presentations brought 
more new dealers into the General fold than 
had been accumulated in all the seven previous 
years. 

Who says there’s no “box office” for business 
pictures ? 


Business SCREEN 


The WASHINGTON SCENE 


(Continued from Page 4) 


made Nanook of the North, Moana, 
Man of Aran, and Elephant Boy. 

It will probably be in circula- 
tion when this is published. Another 
picture that is expected to make a 
deep impression is a picture titled 
{merica Builds Ships, in color, 
with sound, a two-reeler, made by 
the National Defense Advisory Com- 
mission for distribution in colleges, 
schools and in other non-theatrical 
The Department of Inte- 
rior has made a picture of Power, 


centers. 


a very vivid illustration of the use 
of water called Hydro. It was made 
at Bonneville Dam in Oregon. 
The U. S. Bureau of Reclamation 
has made a number of two-reelers 
and pictures, all with 
sound, for technical demonstration 
of problems of engineering in con- 


one reel 


structing dams. Ray Dame, who is 
in charge of the film work at the 
Department of Interior, has a rec- 
ord of 12 successful pictures for use 
in Latin America. He has taken 
material secured from many sources 
the the 
facts of life in North America and 
dubbed them in 
Spanish and Portuguese. The job 
was done particularly for the State 


showing attractions and 


has and scored 


Department, which will distribute 
the films through the Embassies and 
Consulates in Latin America. and 
which will co-operate in showings at 
American centers in 
our neighboring continent. In the 
U. S. Bureau of Mines. John Leo- 


various North 


pold is making a series of pictures. 
designed specifically to demonstrate 
safety measures in mines, and sim- 
ilar social and technological prac- 
tices. The films, however. have so 
much universality. and are so well 
done that they are often demanded 


fields. It 


that the Leopold films will be more 


in broader is assumed 
widely used in the national defense 
activities. Sound. color and motion 
films in all these fields are being 
adapted by Kenneth MacGowan, 
motion picture producer, for 
exhibition under the sponsorship of 
the National Defense unit for cul- 
tural and economic relations with 
South America, headed by Nelson 


Rockefeller. 


* Probably the greatest activity ir 
the production and distribution anc 
inspiration of motion pictures of al 
kinds by the Federal Governmen 
centers in the military services. Ol 
viously details are not easily avail- 
able. The equivalent of the voc 


tional training films have been use 
in the Army since the first Worl 
War. Production has been left t 
the Signal Corps. Practically ever 
tactical phase and every aspect of 
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military technology is taught b 
means of these sound films. TI 
training films are made chiefly 
Ft. Monmouth, N. J., at Wright 
Field, Ohio, and in Hollywood. Mijfi- 
tary personnel are used chiefly, < 
though frequently 
are enlisted for a picture, and of 
professional directors and phot 


raphers are_induce do the big 
Lo S 


= 


The training film is 


profession 





usually not 
more than two reels, although the 
rule is not ironclad. 
the Army, aviation, 
cavalry, artillery, engineers, infan- 


It covers all 
services of 


try, medical, in camp and in the 
field. In a general sense the whole 
business of films heads up with 
Col. H. N. Gilbert in the office of 
the Adjutant-General in the War 
Department here in Washington. 
The immediate production is under 
the direction of Lieut.-Col. Melvin 
E. Gillette of the Signal Corps at 
Ft. Monmouth, N. J. Under him, in 
Maj. Richard T. 
Schlossberg. in the Offices of the 
U.S. Signal Corps. 

The 
pictures, tactical, training, diagram- 
matic, 


Washington, is 


whole program of motion 


educational; films for re- 
cruiting, for general propaganda, 
for all the of the 
military program, are formulated 
by a Committee composed of high 
officers of the Signal Corps, the Ad- 
jutant-General’s Office. and the Pub- 
lic Relations Section of the Army. 
The training and tactical films are 
generally supervised by the division 
of the General Staff known as G-3. 

Recruiting, educational and_in- 


and purposes 


formational films are planned and 
programmed by the Public Rela- 
tions Division, under the direction 
of Lieut.-Col. 
the Air Corps. 


Arthur I. Ennis, of 

Col. Ennis is one 
of the cleverest and clearest-minded 
publicity officers in the Government. 
He has been responsible for the 
production of many trailers as well 
as of the insertion of details in fea- 
tures produced by the industry in 
Hollywood. 

Ennis’ latest great job has been 
the Paramount 
picture | Wanted Wings which is 
about due for its World premier. 


collaboration in 


~ He has so helped in planning two 
films produced by the Signal Corps 
for the U. S. Public Health Serv- 
ice. They were made by Directors 
John Ford and Irving Pichel with 
the personal cooperation of the 
Chief Signal Officer, Maj.-Gen. J. O. 
Mauborgne, who went to Holly- 
wood to consult with the Research 
Council of the Academy of Motion 
Picture Arts and They 
treat the subjects of venereal diseas- 


Science. 


es and personal hygiene. 








WORDS, PICTURE-PROVED 
Mahe 
Gorter Sales! 











S.V.E. Projector 
Model 9 
100 watts for contact 


salesmen and showings 
to small groups. 


For Smecther Showings 
USE W SLIDEFILM PROJECTORS 


Showing pictures is a simple matter with compact, light 
weight S.V.E. Projectors. It takes only a few seconds for 
the salesman to thread the film and focus the picture on the 
wall or screen. S.V.E. Projectors range in size from 100 
watts for the contact salesman to 300 watts for showing to 
larger audiences. S.V.E. Projectors are standard equipment 
in all leading makes of sound slidefilm units. Send now for 
interesting folder “How to Show It” containing complete 
facts on S.V.E. Projectors. Address Dept. 4B. 





SOCIETY FOR VISUAL €DUCATION INC. 


CHICAGO - ILLINOIS 


100 €AST OHIO STREET 








C ommon weal, th Announces 


A Sensational Group of 


De Luxe CARTOONS 
GLORIOUS TECHNICOLOR: 














Now available in 16 mm. s. o. f. 
A diversified selection of popular Major Company subjects 
comprising many of the famous feature characters includ- 
ing “Toonerville Trolley Folks”, “Felix the Cat”, “Molly 
Moo, the Cow”, etc., ete. 
- Trolley Ahoy ‘ 
. Bold King Cole | Direct from the }. 
. Neptune's Nonsense _ wo oe 
screens to your Ff 


Molly Moo Cow & the Indians 
. It's a Greek Life siinieieitine 
. Cupid Gets His Man . . 


R.C.A. High Fidelity Recording 


COMMONWEALTH PICTURES — 


729 Seventh Avenue - New York 


Major Bowes Variety subjects and other ex- 
cellent shorts available 


own sponsored 








cou hwn = 
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SAFEGUARD YOUR FILMS 









poe aooee snes 
a FIBERBI 16MM REELS 
FIBERBILT a as aonen 

SHIPPING SHIPPING WHILE 
CASES IN TRANSIT 











LOCAL PROJECTION SERVICE 





California and Pacifie Coast — 





ALLIED FILM EXHIBITORS, Inc. 


672 South Lafayette Park Place . Los Angeles, Cal. 
EXHIBITORS OF 16MM. INDUSTRIAL AND 
PUBLIC RELATIONS FILMS. 

56 exchanges serving 250 communities in the 
Western Trading Area. 


Regional offices 
SAN FRANCISCO * PORTLAND * SEATTLE 








Missouri, Central Illinois, Ete. — 





MA or coverage in ST.LOUIS 


and the States of Missouri, Illinois, and Arkansas 


dee RAY SWANK 


620 N. SKINKER BLVD., ST. LOUIS, MISSOURI 
EXPERIENCED COMMERCIAL DISTRIBUTOR 


Also Equipment Rental and Complete 16 mm. Library 











New England — 


NEW ENGLAND 
* pio 6n Mot F 


jr t New 


| " bins .?. ee 
( Ii, ntley Dana Cit. | 
St. J nd. Maine 


hn Street Portla 


New York, New Jersey, Connecticut — 








16MM & 35MM motion picture projection 

service. Arrange club, 
school, church showings, supply equipment and operators. 
Full responsibility, one-time or long runs in New York, 
New Jersey, and Connecticut. Continuous projection and 
sound-slide film service. Have largest local list of the- 
atrical outlets for top quality industrial films. 


KING COLE'S SOUND SERVICE, Inc. 


203 E. 26th ST.. NEW YORK CITY LEx. 2-678) 








COMMERCIAL PICTURES? 


We Have Projected Them for Over 30 Years 
Complete projection service, 16 or 35 mm. equip- 
ment including screen, operator and transportation. 
Cinema Sound Service 
580 FIFTH AVENUE NEW YORK, N. Y. 
LONGACRE 3-5822 





p> WOMAN SCRIPTWRITER— 
OPEN FOR RIGHT OFFER! 


5 years’ experience commercial motion 
pictures and slide-films with reputable pro- 
ducers. Can create with eye on budget. 
Writes booklets, film proposals, conducts 
surveys. Knows sales training, consumer 
trends, and educators’ view-point. 


Address Box E-3 + Business Screen 








FILM INDEX::: 
now 

Agriculture 

Title: “Industry and Agriculture.” Subject: 


The uses of agricultural products in industry. 
Sponsor: E. 1. DuPont de Nemours Co. 


Asbestos Industry 
Title: “Sidelights on 


Process of 


Siding.” Subject: 


manufacturing asbestos cement 
siding, beginning with the asbestos fibre and 
ending with a demonstration of the best methods 
of applying the siding to houses. Sponsor: The 
Ruberoid Co. 


picture in color. 


Comment: 3 reel, sound motion 
Available for local meetings 
of building material dealers and contractors. 
and regional 


meetings of dealer associations 


throughout the country. 


Aviation 

Title: “General Motors in Aviation.” Subject: 
Production of Allison engines and their installa- 
tion in Bell and Curtis pursuit ships. Sponsor: 
General Motors Corp. Comment: Sound motion 
picture. 

Baking Industry 

Title: “20th Century Bread Baking.” Subject: 
Modern methods of baking bread. Sponsor: 
Franz Baking Company, Portland, Oregon. 
Banking 


Title: “$3,750,000 Checks Cannot Be Wrong.” 
Subject: The function and travels of a check. 


Sponsor: C. E. Brockw ay. President. First 
National Bank. Sharon, Pa. Comment: Color 
film. 


Brick Industry 
Subject: Manufacture of brick from the shale 
pits through the plant, to the finished product. 
Sponsor: Glen Gery Shale Brick Corporation, 
Harrisburg, Pa. Comment: Color motion pic- 
tue. 30 minutes sound. Available for free show- 


ings before civic organizations and builders. 


Chemistry 

Title: “The Wonder World of Chemistry.” 
Sponsor: E. I. DuPont de Nemours Co. 
ment: Sound motion picture. 


Com- 


China Industry 
Subject: Processes in the making of Lenox 
china dinnerware and lamp bases. Sponsor: 


Lenox China Co. 


Glass Industry 
Title: “Design for Happiness.” Subject: Better 
and more livable construction of small houses. 
Sponsor: Libbey-Owens-Ford Glass Company, 
Toledo, Ohio. Part of the “Design 
for Happiness” national program originated and 
promoted by the Libbey-Owens-Ford Co. 
Title: “Building for Miss America.” Subject: 
What glass can do in adding attractiveness to 
Libbey-Owens-Ford Glass 
Same as above. 


Comment: 


the home. Sponsor: 


Company. Comment: 


Government, Civic 

Title: “Cross Connections” and “Back Cyphon- 
ing.” Sponsor: New York Health Department. 
Comment: Motion pictures. 


serving many types of 


typical commercial subjects 


sponsors 


Highway Construction 

Subject: Construction of a black-top highway. 
The Barrett Co. Comment: Sound 
motion picture. 


Sponsor: 


Insurance 


Subject: Causes of industrial fires. Sponsor: 
Blackstone Mutual Fire Insurance Co. Comment: 


Sound motion pictures in color. 


Mica Industry 


Subject: Mining and preparation of mica, 
especially for the manufacture of lamp shades. 


Sponsor: Mario Manufacturing Co., New York. 


Plumbing 

Title: “The Making of American Homes.” 
Subject: How plumbing products are made; 
also ways to increase beauty and convenience 
kitchens and bathrooms of 
homes. Sponsor: Crane Company. Comment: 


in the American 


: ‘ ‘ ‘s , 
Sound motion picture in cotor. 


Publishing 
Title: “A Million a Day.” Produc- 


tion processes in a magazine publishing plant. 
Crowell-Collier Publishing Co. Com- 


Subject: 


Sponsor: 
ment: Color motion picture. 


Science, X-Ray 

Title: “Exploring with X-Rays.” Subject: His- 
tory of the X-ray and its use in medicine and 
industrial science. Sponsor: Electric 
X-Ray Corporation. Comment: 4 reel, sound 
motion picture in 16 mm. and 35 mm. sizes. 
Available to medical and _ technical 
science classes and for showing by medical men 
before lay Haig & 
Chicago, and Adverti-Films, Hollywood, pro- 
Script approved by American College 
of Radiology: screen story by George Simons. 


General 


societies. 


audiences. Francisco. 


ducers. 


Steel 
Subject: Step by step routine in the manufac- 


ture of fine steel tools. Sponsor: Vulcan- 
Crucible Steel Company, West Aliquippa, Pa. 


Comment: Color motion picture. 


Travel, Motor Coach 

Title: “This Amazing America.” Subject: A 
travelog showing the most outstanding places 
interest in the United States. 
Sponsor: Greyhound Management, Inc., Cleve- 
land, Ohio. Comment: Available for showing. 
without cost, to schools, fraternal groups, clubs 
and societies. Screen, projector and sound at- 
tachment accompany film. 45-minute 
motion picture in Technicolor. (Wilding Prod.) 


and scenes of 


sound 


Trucking and Transportation 

Title: “Singing Wheels.” Subject: Motor truck 
uses by agriculture and industry, and in national 
defense. Department of Commerce. 
U. S. Government. Comment: 23-minute sound 
motion picture. (Produced by Wilding). Dis- 
tributed by Automobile Manufacturers’ Associa- 
tion, Washington, D. C., state trucking associa- 
tions and university film libraries free of charge. 


Sponsor: 
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ADDRESS ALL INQUIRIES TO THE OFFICE OF 
THE PRESIDENT — MR. JAMES C. THOMPSON 


AT THE CENTER OF CHICAGO BUSINESS + THE CIVIC OPERA BUILDING 


20 NORTH WACKER DRIVE 











IDEAS, like pictures are made up of lights 


and shadows. 


Let us translate the ideas YOU create to the 


Screen as YOU visualize them. 


Experience of twenty years in all phases of 
major motion picture production is the 
rock on which Adverti-Films is built. It is 
your guarantee of an effective blend of 


selling and entertainment. 


ADVERTI-FILMS 


“Timely as the next tick of the clock” 


1585 Cross Roads 
HOLLYWOOD 


John J. Boland 


Producer-Director 


Neil Cameron Smith 


In Charge of Production 





THEATRE RELEASE 


(Continued from Page 16) 


ple throughout the country empha- 
sizing the linkage of good health 
and proper nutrition. It should be 
pointed out that the necessity for 
popular nutrition education had 
long been recognized by health and 
medical agencies — including the 
sponsors of Proof of the Pud- 
ding. It was the National De- 
fense program however, that gave 
impetus to the campaign that is 
now under way. Proof of the Pud- 
ding, along with nutrition leaflets, 
posters, and other publicity media. 
will constitute an important part of 
Uncle Sam’s efforts to interpret nu- 
trition knowledge to laymen in 
terms that can easily be compre- 
hended and applied for health. 


NUTRITION DiFFICULT SUBJECT 

The production of a film on an 
exact science such as nutrition. is 
fraught with more difficulty than 
that which attends the filming of 
pictures on more popular themes. 
To begin with. the subject matter 
is difficult to dramatize. Hence a 
scenario writer, when faced with 
such a subject is tempted to take 
liberties here and there or to elab- 
orate more than is necessary on cer- 
tain points in order to infuse his 
script with the element referred to 
as “good theater.” So the scen- 
ario writer—striving for dramatic 
effect and the nutritionist 
“standing pat” for scientific ac- 
curacy—must necessarily collabor- 
ate on many points and pool their 
respective talents and ideas to pro- 
duce a picture which has the com- 
bined virtues of accuracy and en- 
tertainment. That this has heen 
achieved in Proof of the Pudding 
is borne out by the comments that 
have greeted the film unon its ini- 
tial showings. Nutritionists. and 
scientists in other fields. have 
found the film “accurate and edu- 
cationally constructive.” while crit- 
ics of the motion picture trade 
press have termed it “a good bhox- 
office draw that is entertaining and 
skillfully produced.” So it is pos- 
sible for education and entertain- 
ment to have more than a speaking 
acquaintance! 

In brief Proof of the Pudding 


tells what every American house- 





COMING ATTRACTIONS: 


* A 1941 Survey on Develop- 
ments in Sound Slidefilm Pro- 
duction 

* Films and the Church: Many 
new subjects and their purposes 


* Screen Advertising: An 
Analysis of its Sales Results & 
Records 

















wite should know’about feeding the 
family. This message is “put 
over” through a number of varied 
sequences, each of which empha- 
sizes an important fact on nutri- 
tion. The opening sequence takes 
place in the kitchen of a zoo where 
food for animals is being prepared. 


ANIMATED CHarts Usep 
As the scene shifts to shots of va- 
rious animals, the narrator ex- 
plains the fact that zoo animals are 
scientifically fed to insure their 
health. Animated charts and dia- 
grams are introduced following the 
zoo sequence. These charts list the 
foods that are necessary for good 
health and show the amounts of 
each required. The action then pro- 
ceeds to a_ nutrition laboratory 
where properly fed white rats and 
improperly fed rats are exhibited 
to illustrate the effect of good nu- 
trition versus poor nutrition. This 
sequence also emphasizes that our 
knowledge of nutrition is based on 
scientific data. The practical ap- 
plication of proper nutrition is 
demonstrated in a doctor's offic 
during the course of a health check- 
up on a child whose sound physical 
condition is due to proper feeding. 


NARRATION BY ALAN KENT 
The varied but’ well-knit - se- 
quences of this film are skillfully 
held together by a running com- 
mentary narrated by Alan Kent 
and the result is a picture that 
strikes a particularly nice balance 
between education and _ entertain- 
ment. 

Proof of the Pudding was 
filmed for the sponsors by Para- 
mount Pictures, Inc. The scenario 
was written by Justin Herman who 
is noted for his work in the short 
subject field. Leslie Roush, reci- 
pient of a recent Academy award, 
handled the direction. The picture 
was photographed in Technicolor 
under the supervision of Natalie 
Kalmus. The facilities of Para- 
mount’s Eastern studio were util- 
ized for production purposes and 
professional actors were used in the 
cast. The film had its first public 
theater showing in Radio City Mu- 
sic Hall in New York City where it 
played for several days to apprecia- 
tive audiences. Other leading the- 
aters and theater circuits are now 
cooperating with the Metropolitan 
and the Public Health Service in 
presenting the film to the public. 
The picture is not available at pres- 
ent for nontheatrical purposes. 

In line with its established film 
policy. the Metropolitan charges no 
rental fee for Proof of the Pud- 
ding. Transportation charces are 
paid both ways and certain pub- 
licity materials, including a one 
sheet, a window card, a broadside. 
and a press book are available. 
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HEADQUARTERS SPARTA CCC DISTRICT 


i ll 


An Actual Report on Amprosou Be seracommatin, rm 
2839-51 North Western Ave., 


Chicago, Illinois. 


Projectors After 2 Years Hard Usage | 71222. .e:- 


our omer for Ampro projectors for use in the 
camps of the Sparta CCC District. The projec 
tors have proved to be all we had hoped they 
would be, in the matters of service ani depen 


eae : : dability. After tvo years, repai 111 
© Many projectors appear attractive iu ’@6mm 


, . 7 * The projectors have proven themselves t 
when brand new. The real test of their I mn och cay dl one etary 


little if any difficulty to the enrollee op 







. . i e eretar. They do not damage film beyond ardin- 

built-in quality and excellence of de- ary vear. The sound reproduction is excellent 
and consistent. 

sign lies in what users say about them We have never regretted placing our oer 


with you. 
“‘vears later.”” The simple straight- 
5 Yours very truly, 


forward letter reproduced to the right, KE. Dra 


—o | . a . RMD/wab RALPH M. DEAN 
should speak more persuasively than , oo. fee 


Films Librarian. 











all the sales talk in the world. It covers 





the quality of service rendered by 
more than 50 Ampro sound-on-film 


projectors in the Sparta 





C.C.C. District during 











the past 3 years. 


Model UA— t6mm. 
Sound on film pro- 


ann Mogg ana a Model YA—i6mm. sound projector 
sound from film with 750-100 watt illumination 
microphone and e $295 complete 


phonograph . Model XA—( sound speed only) 
$345 complete $275 complete 




























showing complete illustrated story 
of Ampro’s Fundamental Features 





ek 


Accessories. 
ssc Ampro Corporation 


2339 N. Western Ave., Chicago, Ill. se 
7 Gentlemen: Please send me your latest catalog giving 
ic anc 
full information on the Ampro 16mm. = —_ 
convertible to sound projec ‘tors—and the ° 


projectors. 
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AVENUE, CHICAGO 





WESTERN 





THE \ARKANSAS- LOUISIANA GAS COMPANY 
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m Extépe inf eveiit br fire; frnado, to the best of It ability,- always. 


eafthqsaké or act of Gea” is “Not “The Fires bi ‘Never Go Out” 
dt all upusual asa* Peservation in 
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The J AM HANDY Onganization 


Sales Meetings ® Slidefilms ® Talking Pictures ® Convention Playlets 


* New York * : ae « estes, D. C. * Detroit * Dayton * Chicago 
) West 44th Street y Stree Transportation Building 29 East Grand Boulevard ; Talbott Building y N jan B 
RE; Tomto\ Oi ie) MAd 


* Hollywood 
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